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REPORT ISSUED 
ONINSURANCE 
WEEK CAMPAIGN 


vill Decide on 1935 Effort 
at Chicago Meeting 


New York, Oct. 25.—Life insurance 
men are more confident in the power 
of advertising to benefit their busi- 
ness and more certain of the oppor- 
tunities to be realized through co- 
operative advertising as a result of 
the Financial Independence Week 
campaign last spring, a report of its 
success, just issued, reveals. 

The primary purpose of the cam- 
paign, in which about $127,000 was 
spent, was educational, direct sales 
being considered of secondary impor- 
tance, and the report confines itself 
principally to a discussion of the 
educational effects. 

The campaign was regarded to a 
large extent as a test, since it was 
the first national cooperative, edu- 
cational campaign in the insurance 
field, and consequently the report 
just issued is considered unusually 
important in pointing the way to 
future promotion. 

The vaiae of Financial Independ- 
mce Week will be thoroughly dis- 
qissed at the meeting of the Asso- 
lation of Life Agency Officers to be 
held at the Edgewater Beach Hotel, 
Chicago, next week, when a definite 
decision will be made on whether or 
hot to continue the effort. Present 
indications point to continuation of 
the campaign, provided minor details 
of operation and administration can 
be satisfactorily settled. 


Newspapers Get Bulk 


So far insurance companies have 
merely nibbled at the national adver- 
lising cake, their advertising being 
nly one-twentieth of that of auto- 
hobile manufacturers, and one-tenth 
that of refrigerator manufacturers. Of 
the 869 life insurance companies, 
With assets of $4,0600,000,006, only 
about 20 are national advertisers. 

The total expended for the 1934 
Financial Independence Week cam- 
Maign was $127,509, nearly $85,000 
0 which was spent in 555 news- 
Papers. As a nest egg for a similar 
f(ampaign next spring, there remains 
abalance of about $2,009. 

In addition to the advertising run 
by the Financial Independence Week 
Committee, local underwriters who 
B0perated placed their own tie-up 
‘opy. While the committee is not 
fertain that it has information on 
all such advertising, that which is 
Town to have appeared represented 
‘1 additional purchase of space 
amounting to at least $50,000. 

In some cities, such as Richmond, 
Va, and Greensboro, N. C., special 
heWspaper supplements were worked 
i) by the local underwriters. In 
Mther cities, among them Dayton, 
Yenver, Indianapolis, Fargo, Water- 

(Continued on Page 28, Col. 1) 
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WELL, THEY MADE LOTS OF NOISE, ANYHOW 


— 


This quartet, composed of V. E. Vining, department store super- 
visor for Weslieuhonse refrigerators, Mike Miller, Fuller & Smith 
& Ross, and Paul Endriss and Paul Wilmore of Westinghouse's mer- 
chandise advertising department, sang (or something) at the recent 
meeting of Westinghouse sales promotion managers, at which new 
advertising plans were explained. 


Fur Dyer, Far Removed 
From Consumer, Finds 
Consumer Copy an Aid 


New York, Oct. 25.—Though sev-|try which sells furs that does not 
eral times removed from the con-| have some stock of Hollander Hudson 
sumer, A. Hollander & Son, Inc., | Seal. But retail advertising records 


|of the past show that very few re- 
tailers ever emphasized, except with 
| generalities, the source of dressing 
and dying the pelts in describing 
their offerings of Hudson seal jackets 
and coats. 

Up to the time Hollander began 
the consumer efforts last year, noth- 


Newark, one of the newest national 
advertisers, is enjoying excellent re- 
sults in its new activity. 

The company, utilizing the facili- 
ties of the Grey Advertising Service, 
Inc., did its first consumer advertis- 
ing a year ago. That test in the New 
York area proved so resultful that it | 
was decided to launch the national |} ing had been done to cause the wom- 
‘ampaign last August. While it is) an buyer to ask for a specific dye. 
still experimental, the nationwide ef-| The initial test campaign was made 
fort has already gone far in proving|by radio. It was found that some 
its merit. store in the New York area, where 

A unique problem was involved,| the test was conducted, tied in with 
and the success of its solution is at-|/the program and featured the Hol- 
tributed to a deep insight into the! lander dye in their Hudson Seal ad- 
requirements of department store vertising. 
merchandising and sales promotion| Previously, their 
and the fact that besides conducting (Continued on Page 27, 
its national advertising service, the | 


copy had read 
Col, 4) 


Wisconsin Gas Price 


_ Fixing Order Bogged 
Down in Legal Mire 


Milwaukee, Wis., Oct. 25.—The war|of integrated companies be sold at 
over the penalizing of “integrated| one-half cent a gallon higher than 
gasoline companies” shifted to Madi-| that of an “individual brand dealer.” 
son this week as a circuit court there | The large companies, all of which are 
took under advisement a plea of the | heavy advertisers, would virtually be 
Wadhams Oil Company that the Wis-| barred from the market under this 

consin Department of Agriculture handicap, they allege. 
and Markets be enjoined from enfore- | On the other hand, the independ- 
ing its price order of Oct. 13, ents would have been wiped out if 
This order provided that gasoline the price war which has been raging 
ae |in this city had been pursued to its 


A g ency to ; i ve Department of Agieutur ° ~ —— 
Annual Award to 
Radio Announcer 


Defines “Integrated’’ Company 


The order defined a major or in- 
tegrated company as “any person, 
firm or corporation engaged directly 
or indirectly in three branches of the 
|oil industry, to wit: producing, re- 
fining and retail marketing, and all 
companies, firms or corporations 
owned by it or controlled by it as 
affiliated therewith or as a subsidiary 
company or by interlocking director- 
ates or by any other device, by what- 
ever name it may be called.” 


It added: “No device or subterfuge 


New York, Oct. 25.—Batten, Bar- 
ton, Durstine & Osborn will an- 
|nually give a cup for good radio an- 
nouncing, Roy S. Durstine, vice-presi- 
dent and general manager of the | 
agency, has announced. The first 
award will be made shortly after the 
end of the year, and thereafter each 
year at the same time. 


The winner will be selected from 


tamong those annuuncers whose-voices ;5)8)L-he, employed to exclude from 


are heard on network programs audi-| this definition any person, firm OF 

ble in New York City, and will be |C0rporation reasonably intended to 
-? . . ’” 

picked by a group of five B. B. D. O.| be included therein. 

executives. An individual brand dealer is de- 

fined merely as any person, firm or 


“By good announcing,” Mr. Durs- . ‘ ‘ 
tine explained, “‘we mean sincerity, corporation not parr within the 
accurate diction, naturalness, per- definition of a major or integrated 
/suasiveness, a lack of mannerisms | ©OMPany. 


The same order also contained the 


and an absence of those curious in- : : 
flections which belong to an unknown peorine that “the only price ane oF 
language in a world which doesn’t advertisements pertaining to prices 
prwy | permitted shall be the conventional 
|price sign now being used under 
General Order No. 23 of the Depart- 
ment of Agriculture and Markets.” 

Equally interesting is this proviso: 

“Both classifications of motor fuel 
shall not be sold or marketed from 
the same location. A major or inte- 
grated company shall not sell an un- 
branded gasoline or gasoline with no 
name, brand or insignia at any serv- 
ice station where the name of a ma- 
jor or integrated company is used in 
any manner, or where said company 
has any financial interest either di- 
rectly or indirectly.” 


“Somehow there has grown up a 
technique in announcing which, we 
| believe, is exasperating to the pub- 
lic, annoying to the sponsors of 
broadcasting programs and_ detri- 
mental to the future of radio. There 
are many announcers who have re- 
fused to let themselves be drawn into 
this style of announcing and it is to 
encourage them and to beguile others 
jaway trom the stilted, hot-potato 
j}school of broadcasting that we are 
| offering this cup as a modest protest 
‘and a small indication of what we 
| believe to be the general preference 
jamong the public and those con- 
;cerned with producing radio pro- 
| grams.” 


Standard in Battle 


Other major oil companies 
also 


have 
filed petitions for injunctions, 


agency also operates a retail sales | 
promotion division which has sev- | 


eral hundred representative stores as | 
clients. 


Last Minute 


that of the Standard Oil Company of 
Indiana, said to be typical, alleging 


News Flashes that the order of the Department of 


Agriculture and Markets violates the 


To Maintain Position 


In general, the national advertis- 
ing’ is expected to maintain the 
dresser and dyer’s position in a mar- 
ket filled with the full range of com- 
petition, from good to bad. The ob- 
ject was not necessarily to increase 
volume, for A. Hollander & Son, Ine., 
for many years have dyed about 80 
per cent of all the Hudson Seal pelts 
processed in this country. 

“This proved to be one of the 
toughest advertising nuts to crack,” 
explained Lawrence Valenstein, presi- 
dent of the agency. <A. Hollander & 
Son are far removed from the con- 
sumer. They are perhaps the larg- 
est dressers and dyers in the world, 
a specialty being dying muskrat pelts 
black to produce “Hudson Seal,” 
| which resembles natural seal. 

There is hardly a store in the coun- 


Plate 
with N. W. Ayer & Son, Ine. 


New York, Oct. 26. 


comic magazine, will be published 


Chicago Evening American. 


charge of David N. Laux. 
another Hearst enterprise. 


Mr. Laux 


Detroit, Mich., Oct. 26.—Charles 


-account. The appointment becomes 


Pittsburgh Paint to N. W. Ayer 


Milwaukee, Wis., Oct. 26.—The paint and varnish division of Pittsburgh 
Glass Company, located here, has placed its advertising account 


“Comic Pictorial” Launched by Hearst 


Comic Pictorial, a 16-page, tabloid size weekly 
distributed with Saturday editions of the New York Evening Journal and 


The Rodney E. Boone Organization, which has been appointed national 
representative, has set up a new department to handle this medium, in 


U. S. Advertising Gets Graham-Paige 


constitution of the United States and 
that of the state of Wisconsin. 

Standard Oil explained that it not 
only operates its own service sta- 
tions in some instances but also sells 
to other retailers. 

“It is the policy and uniform prac- 
tice of the company,” the petition 
continued, “to sell its products at 
fair and reasonable prices, except 
only when constrained to sell below 
such prices to meet competition. . . 
The business of marketing gasoline 
in Milwaukee County is highly com- 
petitive and it is necessary to the 
preservation of our business that we 
— be able to meet competition of other 
dealers by selling our product at 
prices as low as those charged by 
competitors in the same locality for 


by Hearst Newspapers Nov. 24 and 


was formerly with the Comic Weekly, 


W. Matheson, advertising manager of 


Graham-Paige Motors Corporation, today announced the appointment of | products of comparable grade, qual- 
United States Advertising Corporation, Toledo, to handle its advertising | ity or public demand. 


effective immediately. | “Market conditions are such and 
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ADVERTISING AGE 


October 27, 1934 


Ss 


—hhe 


clay 


is a combination of the high income brackets 


and the brackets of middle age. 
“ik 


High incomes are found but rarely in any of the 


Nation’s younger sets. 


* 


But a very substantial part of the high-income 
middle-age bracket reads The Quality Group 


every month. 


“f 


Edited for 225,000 mentally alert and intelligent 
American families, this group of magazines is a 
short and effective road for the advertisers of 
quality products—a road bordered with homes 


of plenty. 


“f 


trial period of life 
sorted and sifted circulation of great buy- 


ing power. 


70% of Quality Group readers are past the . 


they are over 30 a 


THE QUALITY GROUP 


HARPERS MAGAZINE SCRIBNER’S MAGAZINE 
CURRENT HISTORY FORUM MAGAZINE 


597 FIFTH AVENUE, NEW YORK 


price important a competitive 
| factor that even the temporary main- 
|tenance of retail prices as much as 
one-half cent per gallon above those 
lof nearby competitors results in 
|serious and irreparable loss of busi- 
ness.” 

On the question of signs 
Standard Oil petition said: 


is so 


the 


Fights Sign Prohibition 


| “No statute authorizes or consti- 
tutionally could authorize the De- 
partment to prescribe a form of price 
|sign or advertisement or to prohibit 
the use of fair and truthful price 
signs and advertisements other or 
different than that referred to in the 
order.” 

It also denied that “sale of both 
branded and unbranded motor vehicle 
fuel from the same location is an 
unfair method of competition.” 

The order of the Wisconsin Depart- 
ment of Agriculture and Markets was 
issued under the statutes of 1933, one 
paragraph of which provided that 
“methods of distribution and prac- 
tices in the distribution of food prod- 
ucts and fuel shall be free from need- 
less waste and duplication which tend 
to increase cost of such products to 
the consuming public.” 

Milwaukee County’s gasoline war 
started several months ago when a 
group of trackage stations started 
cutting prices. Low grade gasoline, 
which was selling at 17.6 cents per 
gallon, dropped to 12.4 cents under 
repeated slashes. The Milwaukee 
County stabilization committee for 
the petroleum industry was unable 
to reach an agreement to submit to 
the Department of Agriculture and 
Markets and the latter acted inde- 
pendently. 


Several Orders Issued 


Its first price-fixing edict was is- 
sued to become effective Oct. 4, but 
protests were so strenuous that it 
was withdrawn. Further conferences, 
however, proved fruitless and the 
order was reinstated as of Oct. 11 to 
become effective two days later. 


Though the Department has estab- 
lished milk prices in several Wiscon- 
sin cities, including Milwaukee, the 
current order marks its first inter- 
vention in the petroleum field. 
Though loud cries greeted price-fixing 
of milk, the issue was never carried 
to a high court. 

Pending disposition of the injunc- 
tion plea at Madison, District Attor- 
ney Zabel has agreed not to prosecute 
violators of the order. 

Meanwhile, oil jobbers in the Fox 
River Valley, including Fond du Lac, 
Winnebago and other counties, have 
asked the Department of Agriculture 
and Markets to extend the order to 
their territory. 


Survey Shows 


How Big Hotels 
Do Advertising 


Or 


| 
| 
} 


Ithaca, 


N. Y., Oct, 25.—The larger | 
hotels of the country are active ad- 
|} vertisers, employing every known 


medium, according to a survey of ho- 
tel advertising by the department of 
hotel administration, Cornell Univers- 
jity. The study was sponsored by 
Needham & Grohmann, Inc., New 
York advertising agency. 

The data was tabulated from ques- 
|tionnaires returned to Cornell by 50 
| hotels of 350 rooms and larger. The 
average number of rooms was found to 
be 409 and the average rate per day, 
$3.10. This average hotel spends five 
per cent of the income from room 
sales for advertising. 
| No less than 80 per cent of the 
large hotels studied use newspaper 


}advertising. Outdoor advertising is 


;next most popular, 72 per cent em- 
ploying that medium. Direct mail 
is utilized by 66 per cent, while 64 
per cent use magazines. 

About 46 per cent advertise in the 
hotel press, while 40 per cent rely 
;more or less on publicity. Radio ad- 
| vertising is used by 26 per cent. The 


same percentage of hotels maintain 
|advertising departments. 

Detailed reports of the study will 
‘appear in a forthcoming issue of Ho- 


tel Management, New York. 


A SUGGESTION 


"No! I don't want to catch 


HALITOSIS!” 


Jerr nung cobwmns of the paper ae 6 the news ce 


One of the suggested pieces of 

copy for the campaign to adver- 

tise advertising which is being 

urged by Mergenthaler Linotype 

Company. Details were given in 

the Oct. 20 issue of "Advertising 
Age.” 


New Series to 


Tell Story of 
Private Banks 


New York, Oct. 25.—In line with 
humerous suggestions at bank adver- 
tising and general bank conventions 
that these institutions “let the public 
in’ on their operations and thereby 
eradicate ignorance that breeds sus- 
picion, Brown Brothers Harriman & 
Co., one of the country’s oldest pri- 


week explaining its functions. 


York Herald Tribune, Times, Wall 
Street Journal and Time magazine. 
The newspaper insertions are about 
550 lines. Doremus & Co. are in 
charge. 

Four advertisements have already 
been prepared in the first series, 
which, it is planned, will be about 
two weeks apart. Two more series 
are contemplated. If successful, the 
copy may be extended to other cities. 

The first advertisement points out 
that there is nothing really private 
about private banking, that “private” 
refers not to the nature of the busi- 
ness but to the fact that it employs 
private capital, that the private bank 
has no stockholders, acts for itself, 
and risks only the partners’ money 

Regulations and laws under which 
it operates are touched upon, and the 


116 years behind the firm and its 
predecessors are mentioned in dis- 
cussing its, tradition. 

Other advertisements of the first 
series will discuss the evolution of 
| private banking, its unlimited lia- 


| bility and concentration on banking | 


| problems of a limited number of cli- 


| banking profession. 
| sada diaibithaiaeDe 
. . 
Two to Livingston 

Leon Livingston Advertising 
Agency, San Francisco, has been ap- 
pointed to place advertising of the 
Rosefield Packing: Company, maker of 


Skippy peanut butter, and Newell, 
|Gutradt Soap Company, which is con- 
|}ducting a test campaign in Sacra- 


mento. 


Whitcomb Picks Agency 

Raymond Whitcomb, Inc., has -ap- 
pointed D’Evelyn & Wadsworth, Inc., 
San Francisco, to handle its Pacific 
coast advertising. 


vate banks, launched a campaign this | 


The campaign will run in the New 


ents. The second series will describe 
specific activities of the firm and the | 
third, the philosophy of the private 


‘THEN AND NOW 
PICTURES PROVE 
HECKER'S CASE 


Unique Tie-Up with Rodeo | 
Effected 


New York, Oct. 25.— The future 
health and beauty of the child jg 
visualized by suggestion in 
campaign on Cream Farina 
Mid-Atlantic and New England 
by Hecker H-O Company, Inc., 
falo. 

Attractive baby pictures are linkeg 
with equally attractive adult pictures 
to show what a beneficial effer 
Cream Farina feeding some 15 or 2 
years ago had in producing the pres. 
ent crop of feminine beauties. The 
grown-up photograph, expressive o 
health, vitality and superb attractiop, 
receives the largest amount of space 

The “She was a Hecker’s Baby 
copy is running one or two inser. 
tions of 200 to 250 lines a week. Be. 
fore proceeding with the copy prepa. 
ration, the agency, Erwin, Wasey & 
Co., first developed a list of babe 
actually brought up on Cream Farina 
and selected subjects for photograp! 
ing from it. The baby pictures wer 
then obtained. 

Copy points out that babies hav 
not changed a bit, that milk come 
first and then Cream Farina. Th 
new fall campaign represents an en 
largement over last fall’s Cream Fa 
rina budget. 


Ties Up With Rodeo 


On another product, H-O Oatmea 
| Hecker recently effected an unusual 
radio tie-up with the rodeo at Mad 
son Square Garden. Several cov 
boys participated in the _ regula 
jevents nightly wearing H-Bar-0 
ranch colors. The juvenile hero of 
the nightly network broadcast, Bobb) 
Benson, made several personal 4] 
pearances there. 

Exploits of the H-Bar-O riders wer 
described each night. At Bosto 
where the rodeo treks next, the tie-w 
will be localized so that attention wi 
not be kept too long from the f 
tional H-Bar-O ranch in the Big Ber 
| country of Texas. 
| The Garden, in promoting the | 
| deo, circularized juvenile Bobby Bet 
|son devotees with post card 
nouncements. The effect has beens 
great that many now are said to bt 
certain that such a ranch actual 
exists. The ranch’s chuck wagon : 
one of the sights which met Ne! 
| York rodeo visitors. 
| Hecker made the first commercia 
| 
| 


or 


a hew 
in the 
states 

But. 


al: 


tie-up with a major circus here | 
spring in a somewhat similar mal 
ner when the firm introduced an at 
|in the Ringling Brothers-Barnum & 
Bailey show during its metropolital 
run. 


Rufus S. Cole 
Named by Hupp 


Rufus S. Cole, who has been wi! 
Hupp Motor Car Corporation 
1915, when he joined as sales mé 
ager of the company’s operations ™ 
the Orient, has been elected exe 
tive vice-president and general més 
ager. 

Other 
drews, 
Walter 
Beangham, 


sinc 


include A. M. # 
chairman of the board; ° 
Drake, vice-president; + 
assistant treasurer, 4 


officers 


George E. Roehm, secretary. 

The new Hupp line will offer! 
|much wider price range than that 
|other years, it is reported. 


Rotogravure—the champagne of 
newspaper advertising now avail- 


able at low cost. 


Metropolitan. 


Baltimore Sun — Buffalo Times — Chicago 
Tribune—-Cleveland Plain Dealer—Detroit 
New York News—Philadelphia In- 
Pittsburaqh Press—St. Louis Globe 


Demo. hington Star 


Roms 
\ eve 
rey 


rat ashi 


"Week! 


Over 5,250,000 fam 
Nearly 16, 000." 


readers 


Wo 


No ad 
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Just to remind you 


4 


00 fam 
6,000." 


lers 


Mr. Manutfacturer— 


ihe MORTONS 
are Chicago’s ALL AMERICAN tamity 


The football crowd buys a lot of 
things besides football tickets. It’s 
just about the best market in town 
for almost anything. What are 
you doing, Mr. Manufacturer, to 
sell this powerful, active market? 


For example, what are you doing 
to sell the Mortons? They’re Chi- 
cago’s ALL-AMERICAN family. 
And what’s more, they’re typical 
of hundreds of thousands of 
other families in their 30’s and 
40’s who read the American 
nightly. 


Such people, economists say, are 
earning the bulk of America’s in- 
come. That’s why we call them 
“The Leading Americans” in the 
present consumer market. To 


CHICAGO AMERICAN 


make money today, you must sell 
the younger, more active element 
first. 


Of all newspapers in Chicago, no 
single paper controls as many of 
These Leading Americans as does 
the Chicago American. And for a 
good reason: The American is 
edited for active minds. Stay-in- 
the-parlor conservatives are not 
interested in its modern, intimate 
news presentation. 


These Leading Americans want ac- 
tion in their newspaper. They get 
action in the Chicago American. 
They give action to Chicago stores. 
A word to the wise is—Advertise. 
These Leading Americans mean 
business. 


-- - more Buying Power to you 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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. ° fact that Pennzoil was being used “‘Farmer’s Wife” Raises RUNOW RADIO AGENCY CHIEF 
P e n ni Z O 1 | T l e S a ret = ae Mbt Rates and Guarantee | 


Up With Record 
Run of M-10001 


New York, Oct. 25 Pennzoil Com 
pany, Oil City. | as the only ad- 
vertiser to an! nee the new record 
hung up by the M-10001 when the 
Union Pacific marvel arrived 
here today 

Its 550-line ertisement, pre 
pared by Ruthraut! & Ryan, Inc., ap- 
peared in the first edition of the 
World-Telegra Which Was available 
on newsstands at 11:50 a. m., ap- 
proximately a and a half after 
the train’s arrival 

To complete advertisement pre 
pared well in advance, it Was neces- 
sary to add only the actual running 
time in space in the sub-head. The 
exact information was obtained by 
agency men on hand as the train ar- 
rived and telephoned to the news- 
paper office The newspaper's first 


of the spectacular 
same edition on 


story on the finish 
run appeared in the 


the first page 

The Pennzoil newspaper advertise- 
ment, except for the news lead, was 
similar to magazine copy which ap- 


peared in a large number of publica- 
tions in April and May to feature the 


LIFF MILLEN, Des Moines 


Register and Tribune staff writer, went to 8 


home is that the engineers in charge 
of the world’s finest train buy Pennz- 
oil lubricants on the basis of depend- 
ability and economy and that motor- 
ists can make no mistake in doing 
likewise. 

The Pennzoil Company and other 
advertisers will have more oppor- 
tunities to tie-in with news situa 


tions as the M-10001 is exhibited in 


| protect 

| increase 
| however, by submitting orders before | 
| Nov. 20. 


| 


various cities across the country. 
After being on display here until | 
Sunday evening, the train will be 


sent to Philadelphia. 


Juniors Ask Affiliation 


The Junior Advertising Club of Los 
Angeles, which has proven of great 
benefit to younger men in advertising 
in that city, has decided to actively 
work for a national organization of 
junior advertising clubs which might 
occupy the same relative position as 
the Advertising Federation, 
as younger advertising men are con- 
cerned. 


Ad Course Reopens 
Sponsored by the retail division of 
the New Bedford, Mass., Chamber 
of Commerce, the successful advertis- 
ing course of last year 
opened under the direction of Hdwin 
bP. Ashworth. 


Iowa trading centers last week and asked 


42 representative retailers 
Here's what they told him: 


1. Every store is doing more business 


than this time last year. 


2. Business first 9 months, 1934, up 10% 


about business. 5. 


will be re- 


insofar 


suits instead of $18.50 to $20 suits. 


in other lines. 


Farmer's Wife, St. Paul, Minn., 
has announced an increase in rates 
and guarantee effective with its Janu- 
ary, 1935, edition. Advertisers may 
themselves against the rate 

through December, 1935, 


The new line rate is 
against the old rate of $5, and the 
page rate is increased from $5,100 to 


209.00, as} 


$3,400. At the same time, the circu- 
lation guarantee will be boosted from 
950.000 to 1,050,000 net paid, based on 
vearly average. 


Fawcett Group to Give 


. 
$1,000 to Druggists 

The Fawcett Women’s Group is 
offering $1,000 in prizes to druggists 
for original ideas in sales-making dis- 
plays. 

The contest, to Oct. 31, 
ters around a display card supplied 
by Fawcett, and carrying cover re- 
productions of the five papers in the 
group. 


close cen- 


Charges Infringement 
Charging infringement of its patent 
rights, the A. M. Collins Mfg. Com- 
pany, Philadelphia, has filed a suit in 
the United States district court, New 
Jersey, against Processed Papers, 
Inec., Camden, N. J. 


Same 


Chief reasons for spirited business 


comeback are : a) soaring farm prices which 


this year will push lowa farm income to 


about 350 million dollars, an increase of 34 


millions over 1932; b) government corn 


to 30°, over same period 1933. 


3. September, 1934, business jumped 15% 


to 60°, over September last year. 


4. Practically all retailers said customers 


are buying quality merchandise. 


loans, and corn hog benefit cash. 


Iowa today is the nation’s brightest busi- 


ness spot. 


$35 to $40 


Your quickest and most inex- 
pensive way to reach the able-to-buy Iowa 
families is through The Des Moines Register 


and Tribune’s quarter million circulation. 


SPONSORS NEW 
PICCARD JAUNT 


Detroit Distributor Supports 
Successful Flight 


Mich., Oct. 25.—Large 
Detroit’s three local news- 
officially revealed 
Piccard and his 


Detroit, 
copy in 
papers yesterday 
the .fact that Dr. 
wife, Jeannette, ascended into the 
stratosphere early Tuesday morn- 
ing from the Ford Airport under the 
sponsorship of Grunow radios and 


People’s Outfitting Company, Gru- 
now's Detroit distributor. With 
the exception of Lt. Commander 


Settle’s flights last year, sponsored 
by the Chicago Daily News, it is 
the first flight into the stratosphere 


in this country to be commercially 
financed, 
The advertisements, headlined 


“Congratulations,” “We 
are proud to have privileged 
to sponsor such a courageous con- 
tribution to science you have 
so successfully completed. We are 
happy that you have come through 
your hazardous’ venture entirely 
without harm. We that your 
scientific findings will reward your 
valiant efforts. 
“There can be no 
join us in public 
of the magnificent 
Mr. Henry Ford, without whose aid 
the flight might never have been 
possible. And we know that you 
also join us in paying wholehearted 
tribute to Edward J. Hill for his 
masterful handling of that loyal 
self-sacrificing ground crew. that 
sent you into the air. It has been 
a grand experience, a happy asso- 
ciation and a thrill we shall al- 
Ways remember. Gallant Lady and 


Man of Science, we salute you!” 


announced: 
been 


as 


hope 


doubt that you 
acknowledgment 
cooperation of 


Equipment on Display 

As a part of the bargain, the gon- 
dola has been returned to Detroit 
and will shortly appear in one of 
the windows of People’s store. In 
another window all other equip- 
ment such parachutes, helmets, 
ballast sacks and _ navigation  in- 
struments will be displayed. Sou- 
venir booklets on the flight will be 
distributed in the store. 

People’s first participation in bal- 


as 


loon activities was in 1927 when it 
financed the winning Detroit entry 
in the Gordon Bennett’ Balloon 
Race piloted by Edward J. Hill, 


who was director of ground opera- 
tions prior to Dr. Piccard’s flight. 
Balloon Comes Home 

Dr. Piccard’s balloon was the one 
that was used in both of Lt. Com- 
mander Settle’s flights in 1933. It 
was on the first of these flights that 
Dr. Piccard had originally intended 
to be a member of the crew, but in- 


i 


| 
aT 
D. P. Brother, president of the 


newly organized agency of D. P. 
Brother & Co., Detroit. 


| 
| 


Settle, who preferred to 
observations himself, 
Dr. Piccard compromised with the 
U. S. Navy by arranging to take 
over the balloon at the end of the 
flight. Difficulties were encountered 
at the start and when the balloon 
was forced to descend within the 
city limits of Chicago it automatic. 
ally came into Dr. Piccard’s 
session. 

Lt. Commander Settle, however, 
was bent on making another flight, 
leased the balloon from Dr. Piccard 


mander 
conduct the 


DOs- 


and tock off again, this time from 
Akron, O. He attained 62,000 feet, 
the highest official flight in this 
country, and then landed in the 
New Jersey marshes. Then Dr, 
Piccard took delivery on the _ bal: 
loon. 

At a considerable expense, the 


silk bag was salvaged and repaired, 
and with the assistance of Edward 
J. Hill, Dr. Piccard began to lay 
plans for a flight. 

Remembering the company that 
came to his aid in 1927, Mr. Hill 
again approached the People’s Out: 


fitting Company. A _ favorable re 
sponse Was again received but it 
was impossible for the store to 
carry the entire burden so it set 
out to find assistance. About that 
time the store was made sole dis 
tributor in Detroit for Grunow Ra 
dios and it enlisted the support ol 
the Chicago company. 


Dallas Club Frolics 

The Dallas Advertising League 
held its annual party Oct. 22 at th 
Baker Hotel. Arrangements were il 
charge of Lorry Jacobs, Dr. S. T. M 
Murrain, Herbert Stellmacher, George 
B. Latham, and W. S. Henson. Roy 
Cowan was master of ceremonies. 


° 
Off-Season Drive 
The Cleveland Ice Cream ComparyY 
Cleveland, will conduct a heavy oul 
of-season campaign this winter, using 
radio, newspapers, and package il 
serts. Griffin Advertising, Inc., is i? 


stead of accompanying Lt. Com- 
© 

DO ENTHUSIASTIC 
LISTENERS OF YOUR 
RADIO PROGRAM PUR. 
CHASE YOUR PROD. 
UCTS? ARE THEY 
LISTENING AND NOT 
BUYING,—OR LISTEN. 

ING AND BUYING? 


Offices, 6 East 
3000 Trained Field In 


Executive 


Ross Federal 


45th 


NATION-WIDE MARKETIN 


charge. 


: ROSS FEDERAL OFFER 
A PLAN FOR CON. 
SUMER CHECKING OF 
RADIO—ECONOMICAL, 
SPEEDY, ACCURATE— 
NOW BEING USED BY 


SOME OF OUR LARGE 
* NATIONAL ACCOUNTS. 


Details on request 


e 
Service, Inc. 
Street — 33 Branch Offices 
vestigators 


700 Women 


G and RESEARCH SERVICE 
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October 27, 1934 ADVERTISING AGE 5 : 
Yes, Busi 4 
es, Business P 
A nationally-known distributor of staple # g 
food products made the following sig- - 2 
nificant statement to a Boston Post >: 
representative last week. We promised a: 
not to use his name as he is in a highly As a 
| competitive position. He has built up Eel, 
a very large business throughout New a 
_England, and for several years has i 
placed more advertising in The Boston i 
: Pest than in all other New England a x 
newspapers combined. He said: — ; a 
—- 
“Our business is great in New England. The foal 
money volume through our Boston office this << 
, year is now up 25% over last year --- invoices , oe 
: are up 439---tonnage sales up 28%, but the wea 
: most surprising fact, as I see it, compared to ~s 
: reports from the rest of the country, is that our 4 
| accounts receivable are reduced an average of . 4 
a) 6 days this year---from 29 to 23. Pll say busi- ” 
. | ness is VERY good with us in New England.” im 
. . This concern proves that New England is a good place : 
* | Latest Net rae . in which to do business NOW, and that The Boston 5 
: Daily Average Circulation Post’s 343,793 readers are a better-than-average mar- 2 
ket for any business with right goods to sell. There’s . 
343 193 good business here. The Boston Post’s dominant, - 
/ non-duplicated circulation can get it for you. * 
| be Boston Dost 
: New England's "GOOD MORNING" for 103 Years | 
SPECIAL REPRESENTATIVES—KELLY-SMITH COMPANY, New York, Chicago, Philadelphia, Boston, Detroit and Atlanta. — 
E R. J. BIDWELL COMPANY, San Francisco, Los Angeles, Portland and Seattle. a 
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CROWING BABES 
WIN $40,000 IN 


SEARS CONTEST 


114,000 Infants Provide 
Fun and Excitement 


Chicago, Oct 25.—The world’s 
greatest beauty show has just closed 
in this, the exposition city, and 
Sears, Roebuck & Co., the sponsor, 
is beginning to catch its breath after 


many months of hectic effort. All 
the excitement was caused by the 
age of the contestants—from_ six 
months to five years. There were 


114,000 
plus the 
Sears presented 
$40,000 in prizes. 

Maybe it was advertising, perhaps 
it was publicity, or it may have been 
merely a contribution to the success 
of A Century of Progress. Whatever 
it was, it caused endless thrills, ex- 
citement, tears and fun. As one of- 
ficial of Sears, Roebuck & Co. said, 


entrants from all 48 states 
District of Columbia, and 
the winners with 


iG 
OUTDOOR BOARDS 


24-sheet posters on every arterial street 


in Portland. 


ane 
Be 


RADIO 


Spot announcements over 


KEX, radio stations of The Oregonian. 


COOKING SCHOOL 


Thousands of housewives 


3g 


half wearily, half gloatingly, “114,000 
babies is a lot of babies, any way 
you figure it.” 

The baby contest, 
the most beautiful 
|country, caused interest to rise to 
|fever heat in the closing days. The 
Chicago papers gave wide acclaim to 


conducted to find 
infant in the 


the winners, whose pictures were 
broadcast to the public in rotogra- 
vure sections and in many other 
forms. 


District Competition 


In reality, the contest involved 
only photographs, and not the babies 
in person. It started out with 
trict competitions, announced by 
Sears stores in various parts of the 


country. The rules for the contest, 
which were advertised by each 
store, stressed the fact that it was 
not desired that parents” spend 


money lavishly on portraits of their 
off-spring-——that snapshots had just 
as much chance of winning as more 
pretentious photographs. 

June 30 was the deadline in each 
part of the country. To give each 
ichild a fair chance, two classes were 
|created, one ranging from six months 
to two years, the other from two to 
| five years. Three winners were se- 
lected in each class in each state 
and received recognition in cash 
awards. 

From these six winners, the one 
loutstanding baby was selected, and 


dis- 


| Time 
' years. 


given the title of “Miss Wisconsin,” 
or “Mr. Wisconsin,” as the case 
might be. The pictures of the 49 
state winners rolled into A Century 
of Progress Aug. 1 and for almost 
two months visitors to the Sears 
building gave themselves’ whole- 
heartedly to the pleasure of casting 
their votes for the infants they re- 
garded as the most attractive. 


Given Endowment Policy 


This strategy of allowing the pub- 
lice to pick the winners not only 
created intense interest, but  pro- 
vided Sears with a graceful exodus 
from any resentment which might 
have been felt by parents with the 
conviction that anyone who didn't 
select their progeny as the most per- 
fect was probably lacking every hu- 
man virtue, as well as perception. 

The winning youngster, Miss South 
Dakota, received $5,000 in cash 
and an endowment insurance pol- 
icy for the same amount, which will 
mature in time to provide her with 
funds for an education. The second 
in line got $1,000 in cash and a 
$3,000 educational policy, while the 
third carried away $500 in cash and 
a guarantee of $2,000 when Father 
has bestowed a few more 


It was a great contest, and A Cen- 


tury of Progress feels that it pulled 
many additional thousands of vis- 


ve. A eee Rides. 


REGONIAN 


FOOD NEWS 
Daily department edited by nationally 


famous domestic science experts. 


Ask the nearest Oregonian man 


how The Oregonian alone can 


sell the “‘table-to-buy”’ Portland 


KGW and 


market. Learn how more than 


400 successful national and local 


advertisers 


regularly use The 


Oregonian exclusively to put 


their message across to this fa- 


vored area where business is 


good. 


attend Ore- 


gonian Weekly Cooking Schools. 


Aaa A 
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PORTLAND, OREGON 


‘gonian 


J. T. CROSSLEY, Advertising Director 


VERREE & CONKLIN, 


Bees, 


New York, Chicago, Detroit, 


San Francisco 
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AT BOSTON AD CLUB MEETING 


Rogers Reid, eg Col. Carroll J. 


itors through the portals. As _ for 
Sears, Roebuck & Co., they liked it 
too, but it will take those in charge 


a couple of months to “unlax.” 


Fair Draws to Close 


Oct. 25.—The 
Progress Exposition on 
lake front will 
final season at 


Chicago, 
Chicago's 
its second and 
midnight next Wed- 
nesday, Oct. 31, when the Century | 
of Progress flag is hauled down from 
its stand with colorful ceremonies on 
the exposition grounds. 


close 


“world’s greatest ad- 
vertising show,” the exposition’s sec- 
ond year is generally declared by 
exhibitors to have proved its value, 
and the multitude of new ideas 
about public psychology, showman- 
ship and attention value which were 
gained within its gates are expected 
to have an important effect on all 
exhibits and merchandising activities 
in the future, 

It is safe to predict, for example, 
that the “stationary” exhibit will be 
largely superseded by that which is 


Hailed as the 


alive, in which every possible mov- 
ing part actually moves, and in 
which there is the closest possible 


semblance to actual 
ditions. 

The general attitude of exhibitors 
toward their participation in the Fair 
was summed up this week by Edward 
H. Sniffin, assistant vice-president of 
Westinghouse Electric & Mfg. Com- 
pany, who has been president of A 
Century of Progress Exposition As- 
sociation, an, organization of exhib- 
itors, during both years of the Fair's 
operation. 


operating con- 


A Big Show 
“The world’s fair,’ he said, ‘will 
soon close its gates. It is one of 


the big things this country has done 
during the last two years. Nearly 
40,000,000 people have paid to see 
both expositions and perhaps that 
many dollars have been put into the 


jover, the public spirited people who 
helped finance it by purchasing the 
bonds and supplying materials’ will 
all their money back. 

“But more important still has been 
ithe optimism and courage which this 
| tai has brought to the entire na- 
ition at a time when these qualities 
l|were needed. It has been the bright- 
est spot on earth. The whole coun- 
try owes its gratitude to the man- 
agement of A Century of Progress. 

“Industry played its part. With- 
out the confidence and 
industry the fair could not have been 
held. Most of these companies were 


get 


resources. Yet they paid over $8,- 
006,000 for exhibit space and some- 
thing like another $20,000,000 to in- 
stall and operate their shows. 

“And most of them took no orders 
at their 


Century of | 


support of | 


exhibits, just running good- 


Lt.-Governor Gasper G. Bacon, Governor Joseph B. Ely, Mrs. Helen 


Swan at the meeting of Adver- 


tising Club of Boston Tuesday. (Story on Page 20.) Photo courtesy 
"Boston Traveler." 


will displays. When the visitor 
walked through an exhibit he cost 
that exhibitor several cents. But go 


does the circular that is mailed to 
the visitor’s home, and probably does 
less good. 

“The exhibitors feel that they have 
‘been repaid. No such crowds ever 
before had seen their products, no 
jsuch keen public interest to under. 
istand the values of the things dis. 
| played.” 


‘Start Tests on 
New Dentifrice 


New York, Oct. 25.—-A study of the 
consumer acceptance of a new den- 
tifrice, Melard Tooth Powder, is be- 
ing made in Hartford, Conn., by Staf- 
ford-Miller Company, Brooklyn. 

Newspaper copy was simple and 
made only indirect claims of supe 
riority. It asked the consumer 
whether it is a great improvement 
over the dentifrice that he or she 
is now using. <A similar question, 
put to dental authorities, it is 
claimed, was answered in the affirma- 
tive. 

Mention was made of the progress 
in dental science during the past ten 
years and the discovery of new and 
better methods of keeping teeth and 
gums healthy. Western Union deliv- 
ered free samples to every home in 
Hartford following the advertising 
so that the question asked in the 
advertising could be answered, in th 
reader’s mind, at least. Husband & 
Thomas are handling the campaign. 


Stays with “Photoplay” 


Kathryn Daugherty, publisher of 
Photoplay and Shadoplay prior to the 
sale of these magazines to Mactadden 
Publications, Inc., New York, last 
week, has joined the Macfadden or 
| ganization, where she will be in com: 
| plete charge of Photoplay editorial 
| activities. 


Luden’s Takes To Air 

Luden’s, Inc., will sponsor a week!) 
|program of songs and dance musi 
featuring Mary Courtland and Rober! 
| Armbruster’s orchestra. It will be 
| broadcast at 8:45 p. m., EST, over 
| WABC-Columbia every Saturda} 
| starting Oct. 27. 


show. Visitors have come from ev- 
ery state and every state has sup- | 
plied materials to construct it. 
America on show; America on _ pa- 
rade; it has beefi the country's 
showease, and the people who have 
missed it have missed a great deal. 

“And it was all done without a 
dollar of taxpayers’ money. More- 


Dailey Joins Agency 
Arthur Dailey, formerly with J 
Walter Thompson Company and East 
/man Kodak Company, has joined the 
staff of Needham, Louis & Brorb! 
Inc., Chicago. 


 Zoll With Macthenutd 


| Allen Zoll, formerly of Ingersoll: 
Collier-Zoll & Norvell, Inc., has j ioined 


MacDonald Bros., Boston. industrial 
and marketing engineers, as vice 
president in charge of sales 
Zoll’s offices will be in New York 


in the red and had to conserve their | 


Yeast estes Continues 


Sponsored by Ironized Yeast. W get 
pering Jack Smith will continue " 
his present three-a-week  s hedull 
over WABC-Columbia at 7:30 P- ™* 
_EST, during the winter season 
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October 27, 1934 ADVERTISING AGE 7 oD 
Mack to Ser : ¢ of the two cars. Under the illustra-|smaller car to make you think we ; * 
FAL STUDIES R wes - Ford harges jtions was the caption: “These cars have a lower price. ¥ 
eo Speedwagons lare exactly alike except for body| “We do not show you the picture 


Arrangements have been completed 
between Mack-International Motor 
Truck Corporation and Reo Motor | 


7 om 
Car Company for the former to sell In Advertising ner explained that the difference | vertise is the car we sell.” 


ADVERTISING OF and service Reo speedwagons and |in cost is never more than $35; that | The advertisement rage on that 
trucks in a list of cities including | |the Ford V-8 cylinder engine is the | the Ford V-8 DeLuxe has finer ap- 
NATIONAL CHAINS Akron, Baltimore, Brooklyn, Chatta-| Detroit, Mich., Oct. 25.—"The car|same in each; that the 112-inch | pointments such as twin horns, twin 
nooga, Erie, Louisville, Memphis,|we advertise is the car we sell,” | wheelbase is the same in each; that | Cow! lamps, cigar lighter, ash trays, 
New Orleans, Oklahoma City, Omaha, | Ford Motor Company said last week |the welded steel body is the same,| arm rests and more expensive up- 
Seattle and Tulsa. 


appointments.” 
A box in the lower left-hand cor- 


Price Juggling 


| of a large car and print the price 
lof a smaller car. The car we aid- ay 


New York, Oct. 25.—Approximately 
») per cent of the advertising expen- 
iiture of chain stores goes to news- 
yapers, according to a survey of the 
advertising policies of a representa- 
rive group of chains, just released by 
the Bureau of Advertising, American 
Newspaper Publishers Association. 

From this fact the Bureau deduces 
‘hat the rapid growth of newspaper 


advertising volume, from $137,000,000 


in 1900 to $860,000,000 yearly in 1929, 
may have close relation to the rapid 
erowth of chain stores in this period. 
Today it is estimated that 7,000 chain 
operating some _ 160,000 
ynits, account for almost 31 per cent 
{the retail business in America, do- 
ing an aggregate business of $8,000,- 
0,000 annually. 

Circulars, radio broadcast, and 
nosters are among the mediums in- 
juded in the remaining ten per cent 

the advertising budget of the 
hains reporting to the Bureau. 
\mong the newspaper advertising 
fgures given for 1933 are: First Na- 
tonal Stores, $450,000; Great Atlan- 

& Pacific Tea Company (esti- 
ated), $6,000,000; National Dollar 
stores, $112,700; Penny Drug Stores, 
$304,265; Richman Bros. Co., 
350,000; Safeway Stores, Inc., $1,- 
780,000; Schiff Co., $356,375; Sears, 
Roebuck & Co., $7,382,346. 


Flexibility Is Employed 


systems, 


Three Firms Merge | 
The Indianapolis Blue Print | Prices by quoting base prices under 
and Mfg. Company, the Indianapolis | illustrations of higher price models. 


Lithograph Company and the Na- Simultaneously, the company ex-| 


— Se a ee have plained the difference between the 
een merged into the Indianapolis | porg y-§ and the Ford V-8 DeLuxe 
Blue Print and Lithograph Company ~~ © Ford vemaniade 
and will occupy several floors of the More than half of the 1200 line 
Century Bldg. copy was devoted to illustrations 


the chassis, throughout, is the same 
in each; that there is no difference 
in brakes, shock absorbers or any | 
|}of the structural parts of the car, | 
and that both the standard and De- 
|Luxe models have safety glass all 
| around. 


makes only one ear. 


be a newspaper attack on the al-|as is the room, front and back; that | holstery fabrics. 
|leged practice of some motor Car | 
companies of advertising deceptive | 


ager of the Cue Bag 


Service, has been appointed a 


. . . 
With “Times Magazine” 
Douglas Cleveland, for eight years 
}on the eastern sales staff of Cosmo- 
| politan and more recently sales man- 
Advertising 
New 


“In short,” copy stated, “Ford | york representative of the New York 


We have no! Times Magazine. 


Husbands 


or 


wives FIRST! 


women. In every questionnaire returned by a married 
man, he dutifully reported that his wife also reads 
Physical Culture. Believe it or not, there was not a 
single case in which a married woman did not check ab- 
solutely with the married man’s statement. Every matron 
who bought Physical Culture told the editors that her 


husband reads the magazine too. 


> Full advantage of the flexibility of sue 
a iS Ps oe 
newspaper advertising is employed in TI P £ 26% 1 I 
ain store operation, the survey lere is an average of 2.6% readers per home. na 
e ‘nds. Most of the chains report great percentage of homes, the editors’ survey pertinently 
} planning their newspaper advertis- indicated that Physical Culture went right around the 
™ ng either by sections of the coun- ls ; 
( uy or by individual stores, in almost wellknown family circle. It was always read by not only 
all cases allowing sed page Mor 4 For the purpose of checking reader interest and ap- mother and father, junior and sister, but also by Aunt 
d ments in prices, produc > . tees ; ’ 
al preferences, and other variable peal, the editors of Physical Culture Magazine, recently 
Y ctors. made a survey among several thousand subscription and 
nt acca mee ee newsstand readers of their publication. We don’t want 
1e ins reporting ) “e ; ; Dip 
n, Mvated that they featured nationally to bore you with the pie-charts and long rows of statistics. 
is ivertised brands in their advertis- The daily grind of the smarter adman is tough enough 
a: ug copy is esti hai : . : : : 
a a ee pr ed these days without adding further tasks. So we are just a 
appr ately 00,000, . el er , shies 
- orth of nationally advertised going to give you the highlights because said highlights a 
ell ands annually, and that these are sufficient to confirm once more the sales messages we a a 
ands ace P ree- “oy eS 
nd nds account for more than three have been planting in these columns these many months. 
nd wths of the total retail business : ‘ 
iv- me by chains. Private brands, it a 
in s estimated, account for only 24 per “ 
ig ent of chain store business. : 
hi raasseelitee , 
hy . . $ 
. ‘R r l Pro ress’ Bella or Uncle Bert. In that great buying age group 
me ura g between 21-30, Physical Culture enjoyed the high aver- 
Makes Its Debut age of 36.8%. 
a 
ai . ‘ This Editors’ Survey revealed a lot more of vital data OD 
of Chicago, Oct. 25.—The first issue of : d a3 
the ul Progress, new free circulation such as an overwhelming mass of evidence to the effect a 
“ “gazine, made its appearance this that Physical Culture had been of definite benefit to every | 
“ eek, dated Nov . According to . . : 7 
- ae gear Figo A poh man and woman who reads it. Of particular benefit did ae ; 
iurice eyn¢ 8 £ ’ pipe 
om: - he > > Phusic ience : ‘ = 
jal 0000 copies will be distributed the Physical Culture audience find the articles upon per eK 
R. F. D. and rural post office box sonal problems dealing with health, feminine hygiene, ‘ 
wraore -" the "ies arenes + Aan For instance, right along we have been claiming that beauty, diet and a hundred and one other personal sub- 
‘lana, Lowa, isconsin, J Ss ’ : ' ° . ° , a 
eae oepineh Physical Culture through its Personal Problem editorial ‘ects. That is understandable. Physical Culture carries 
chigan and Ohio, each month. : d J : 
kl} The publication is printed in black policy is a family magazine. In their survey the editors no fiction. More than a quarter of a million modern 
a i white oo ha : discovered that Physical Culture has a little better than families buy Physical Culture month after month as an 
ige size of . by 151% inches, an nee : boas : , rey 7 . : ’ 
be lack unk ehiee bebe rate of $4,800. one woman reader for every man who originally purchases authoritative consulting service upon their every day 
ee ‘adquarters are at 22 W. Monroe the magazine and vice-versa for the copy bought by problems. 
with New York advertising offices 
“2 EK. 44th St. 
ln addition to Mr. Reynolds, per- 
; inel includes John M. Wyatt, di- 
or tov of advertising, and George 
.* ‘vtin, for ten years editor of Farm 
arb’ eside, editorial director. 


Joins Investment House 
eorge Harrison Phelps, advertis- 
< and public relations counselor, 


Physical Culture 


inee become a general partner in Fen- 
tria « Beane, international invest- 
vice “ut house, on Nov. 1. Mr. Phelps 
Lg make his headquarters at Miami 
r Fla. 
THE PERSONAL PROBLEM MAGAZINE 
28 Appropriate $4,000 
Vhs 7 At the 27th annual meeting of the 
e 0" 7°" England Hotel Association, held : 
dul Greenfield, Mass., $4,000 was voted s 
. Me 7" New England Council for a pub- an 
t ampaign 


Gree aie UE aR appr acne a Oe ear, ee RR ad Ay! Ce AO TR Ae RE IR Ke Series RN NY ae eT O RY Peame iN PLT! ata OE ORR ae EG pT CNA rd Ie) mn ATM AIH a YUM BAT MMe OE Sg oe ky ey, 
3 ig AS yet <r i e BAe ; ‘ an ; ee Re ae 2 ine Do cs fal & oe > i «= YS eee z ripe ee - eet s “ita :* P ~ : ie he ee ie 
4 5. are uate a 3 ios - < gers o. a + 3 P ae a 7 : : A Par eat ong as i cal 4 see A, Pye ‘ , we a i ws ae es & : * a ‘ or a i 44. z 
np ae . ' , ‘ ) gs s | 
ve eee: : 
ES 
es 
: ca 
‘ tan 
~ ‘ 
a ~ 
poe 
es §=—« Haat 
EEE a a — = = : - = - : “A ; PSN: . re 3 oe 
= ss 
ar Ps te 
PR 
a 
ae a 
a 
— as 
a 
ee Thee 
¢ “8 s 
‘ 2 = Me ; 
— . rs ie 
| = — J BZD ° WY — 
eo? ae 
: ~ ae 
} = 2 > = ae as 
° (3 F - Z Zz € 
ZA Ee. 
' —_— a, 
*. “se S ys Oates il 
Som 
pte 
a We KY oe 
A r A 
\ 4 ae p— | | : 
Tlie: aK 
p Oh as 
| _ 
Ba . oe 
| ee ee 
4% ieee 
| Ee ah 
eee ie 
ie” ae ae %e 
ye ees 
it, Re Ate 
ae lt Se 
" ct Oe * 
PY Sa 
“ , fa a ee 
Ne: | ee ? { ’ ? | ae : 
Pigs Ae aS, see Bo ta er ged et ay tha —e Ao Ee ce, tebe 3 pe Deere es Fo Mr Ea A ah aie 2 os Par, ies Me Nae nr a Paha * aie a ae Coo : ig ity Mod 6 as aaa xy Tea pee ne fae hee) pte ee te: sane. ea ie tok. 
eis Seas Cuiesie fete 0 ee ene ne Tee we RES: ea Seo ee ee RP pee Se rage oh SE pT aie Meenas kc Ear Ae” ay, ee Byes eh asp herns Fae to) Oe ERE EH le A Se a eT te i Pee SD ng eet Pee ST RRS so ah gee SOMMER EE eyo rele sy. Pye ei 
De, Pea ee cae icy Poet Pe oi ee i Mare Se epee pees ae i a Nor gare Pails a si na ae Re Shag ei oS i 2 1 at MR Re es jigere eet Yely eA ES renga 1 Me iemere ose Ok BE ere aa eee hist 
ee i Ne Mg ty rat ae ee ee tangs Hf is aie of. hy ica ihm eae cae need a eae or ee iste ks Ral ope tes a RN Te; eae be Ft plete Mike ire I Nia, Na eo os: sip oy ad te pig ree ee le. a Bia a ws ea e en ot eee So oes Sa Ve Meme 
Pl ae Re FRA eee ee A sige ste NS! eg s be ie oa . Be RT NN Te ea a deg RA ONY lace dys a Bee aes a TS TNS ER CR Sncctorreery er ta Re A Ne pce RM ag rewipl Cn ey Ri eee Oak eee rela RAL ye 3 ES 
Ste Se PRES caps a ein Becta A oi BN eo te Ie ote aia oh oe emg he ay ai Barapa OO 8 a hg rit rs ge oe ot i ne remy oy ge tab a ce ler ace kano ey 3 


ADVERTISING AGE 


October 27, 1934 


CALIFORNIANS 
HAVE REFORMED, 
NEW COPY SAYS 


Picture on Page 31) 

Los Angeles, Cal., Oct. 2o.—Contin- 
uing its four-year policy of inviting 
wealthy tourists to Southern Califor- 
nia, while advising unemployed to 
stay where they are, the All-Year 
Club of Southern California has 
launched its annual fall and winte1 
campaign. 

Copy will appear in a number of 
magazines, both color and black and 
white being employed. 


Publications on the schedule in- 


clude Cosmopolitan, Fortune, Har- 
per’s, National Geographic, New 
Yorker, Review of Reviews, Saturday 


Evening Post and Time. Color bleed 
pages will be used in some of these 
mediums. 

Interesting headings for this year’s 
ads include “Curious Facts. About 
Southern California,” in which a 
number of local “believe it or nots” 
are introduced; “Ever Eat a Chere- 
moya?” relating to Southern Califor- 
nia’s exotic fruits; “How About a 
Change for a Change?” and finally an 
admission that “Southern Califor- 
nians used to get in people’s hair 
bragging about our climate, but we've 


. eee 


pretty careful lately.” Copy 
then continues with the explanation 
that “we can’t claim credit for the 
climate,” adding that it is a matter 
of topography and geography. This 
particular copy was designed for 
Vanity Fair and is headed “Pardon 
Us—Just One Word About Our Cli- 
mate.” 

The advertisements are profusely 
illustrated. The Los Angeles office of 


peen 


|Lord & Thomas is in charge. 


Aid to Advertisers 

The products of six national adver- 
tisers were given gratuitous publicity 
in the latest Sunkist advertising, a 
full-color page in the American 
Veekly. in which tempting recipes 
combining citrus fruits with Swift's 
Premium ham, Baker's cocoanut, 
Crisco shortening, Gold Medal flour, 
Pet milk, and Knox gelatin were fea- 
tured, 


Local Exhibit Opens 

Starting with the Cincinnati Ad- 
vertisers luncheon meeting, Oct. 31 
the Cincinnati showing of the D. M. 
A. A. traveling exhibit will continue 
until Nov. 2 in the Gibson Hotel, 
augmented by daily meetings of civic 
and advertising groups. 


To Redfield-Coupe 


The Block Drug Company, distrib 
utor for the Allenru Company, has 
appointed Redfield-Coupe, Inc., to di- 
rect advertising of Allenru, a rheu- 
matic remedy. National newspaper 
advertising will be used. 


prvi: ee SBT Te: 


You advertise your product in publications or on the air. 


But do you make it easy for readers and listeners to locate 


stores where your product may be bought? 


People are 


naturally forgetful. You may have aroused their interest 
— but you've hardly aroused it to a “Do It Now” pitch. 


Nevertheless, if you have aroused their interest — 


-then 


show them where to buy your product — and remind 


them to “Do It Now.” 


Show them and remind them with 


dignified, permanent Meyercord Decalcomania Signs on 
your dealers windows or doors. Write us for samples and 


prices, ¢ 


ine YEE 


WINDOW ll ° a... SIGNS 


r ask that a representative 


NAME PLATES - 


DECALCOMANIA #2 


call. 


AD 


FOR PERMANENCE 
FOR ECONOMY 


eae Two New 
Type Characters 

S. J. Culotta, Chicago, has applied 
for patents on two type characters 
which he has named “Qucom” and 
“Quper,” and which are designed to 
solve the recurrent difficulty of de- 
ciding whether a period or comma 
should be placed before or after % 
final quote. 

The two characters, as their names 
imply, are a quote and a comma and 
a quote and a period cast on one slug. 
By their use a final quote and its ac- 
companying period or comma _ will 
appear directly under each other, 
ather than next to each other, as is 
the case now. 


New Firm Takes Over 
Part of Sethness Co. 


The Sethness Products Company. 
Chicago, has sold to C. O. and W. D. 
Sethness certain divisions of its busi- 
which will soon be moved by 
them to new quarters at 4541 E. 
Ravenswood Ave., Chicago. 

A new company will be formed, to 
be incorporated under the name of 
C. O. and W. D. Sethness Company. 


ness 


Open New Studio 


Columbia Broadcasting System in- 
augurated its new studio, incorpo- 
rated into the “Little House” in the 
heart of New York which is being 
remodeled and renovated under the 
auspices of CBS and Better Homes in 
America, Inc., with a gala broadcast 


Oct. 22. The unique studio is com- 
pletely 


equipped for broadcasting. 


25-CENT PAINT 
COUPON USED 
BY WATERSPAR 


Milwaukee, Wis., Oct. 25.—A cou- 
pon good for 25 cents toward the 
purchase of a quart or more of paint 
is being mailed to 310,000 prospects 
by the Pittsburgh Plate Glass Com- 
pany as part of its fall campaign. 


The list includes all who have 
answered Wallhide and Waterspar 
advertising during the last three 


years, as well as those who respond 
to current copy. 

J. Allee, advertising 
the paint and varnish division, signs 
the letter carrying the coupon, which 
reads as follows: 

“Your name appears on our records 
as one who was good enough to 
answer our advertising, and we are 
writing to express the hope that you 
have since used Wallhide and found 
it satisfactory. 

“We urge you to use Pittsburgh 
Paint Products in your fall painting 
work and as an incentive we make 
you this generous special offer: 

‘The enclosed certificate is good 
for a 25-cent allowance toward the 
purchase of a quart or more of any 
Pittsburgh Paint Product. 


manager ol 


Plan Proves Valuable 


“On the back of this cireular you 
will find a list of dealers any one of 
whom will gladly redeem this certifi- 
cate when presented. 
“We hope you are among the thou- 
sands of satisfied users of our prod- 
ucts and will be able to take advan- 
tage of this saving through redeem- 
ing this certificate at the 
source of supply.” 
This plan has served to send thou- 
sands of active prospects to dealers’ 
stores, giving the retail sales organi- 
zation a fine chance to roll up some 
new sales records. 
The magazine schedule of the com- 
pany is somewhat larger than here- 
tofore. American Boy, Better Homes 
& Gardens, McCall's and the Saturday 
Evening Post are back on the sched- 
ule, while three other papers have 
been added. They are Parents’ Maga- 
vine, Popular Science and True Story. 
One of the magazine advertise- 
ments is devoted specifically to the 
National Housing Act. This adver- 
tisement has been enlarged and sent 
to dealers for window displays. 


Offers SarDilene, 
New Animal Food 


The F. k. Booth Company, San 
Francisco, canner and packer, has 
started an aggressive campaign on 
SarDilene, a strong carrier of vita- 
mins A and D. 

Monthly insertions will appear in 
American Agriculturist, American 
Poultry Journal, Black For Magazine, 
Cackle and Crow, Everybody's Poul- 
try Magazine, Dixie Poultry Jour- 
nal, Feed Bag, Feedstufis, Flour and 
Feed, Hatchery Tribune, New Eng- 
land Poultryman, Poultry Item, Poul- 
try Journal, Poultry Science, Poultry 
Supply Dealer, Poultry Tribune and 
Turkey World. 


nearest 


ee 
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Newspapers in 
Direct Appeal 
To Loan League 


New Orleans, La., Oct. 25, Com 
petitive selling reached a new hig 
pitch here this week when Maio. 
Market Newspapers, Inc., appealed 
directly to a convention of the Unites 
States Building & Loan League here 
in an effort to sell members on the 
advantages of newspaper advertising 
It had been reported that J. Waltey 
Thompson Company, Chicago, agene, 
in charge, was planning to use maga. 
zines and radio in the campaign fo, 
the League. 


4 


Major Market Newspapers, [ny 
used a full page advertisement jy 
Tuesday morning's Times-Picayune. 


It was headed “37 Most Importan 
Questions of Interest Answered for 
Members of the United States Buile. 
ing & Loan League.” In addition t 
these 37 questions and answers, the 
page contained a list of members of 
Major Market Newspapers, Inc., with 
the daily and Sunday circulation of 
each paper, and line rate for the tw 
issues. 

As members of the United States 
Building & Loan League entered the 
convention hall Tuesday morning for 
the beginning of their annual cop. 
vention, they were handed copies of 
the Times-Picayune containing the 
advertisement. On the _ following 
morning, when the convention was 
to be addressed by C. H. Sundberg 
of Major Market Newspapers, mem- 
bers found reprints of the advertise. 
ment distributed through the audi- 
torium. 

Mr. Sundberg’s address elaborated 
on the statistics given in the adver- 
tisement. 


Owings Heads 
New Orleans Club 


J. Earle Owings has been elected 
president of the New Orleans Adver- 
tising Club. New vice-presidents are 
Mrs. Kay Walker and Ralph Dwyer 
treasurer, Margot Burvant; financial 
secretary, Adriene Schaefer; — li: 
brarian, Leonard Gessner; and Bette! 
Business Bureau representative, E 
Davis McCutcheon. 

Committee chairmen, 
serve as directors, are: program com 
mittee, Jules J. Paglin, D. W. McKin 
ney and Ralph Dwyer; membershi] 
J. Earl Owings and Arnold Vogt; ex 
hibits, Walter Winder and Wilson § 
Callender; publicity, John Murphy) 
attendance, Arthur Radlauer = an 
Dorothea Schlesinger; floor commil 
tee, Jay C. Barnes and Edwin Palme! 

Directors at large: Wilson 8S. Cal 
lender, L. F. Blackburn, Sheper 
Pleasants. 


who will als: 


Grayco’s New Wrinkle 


The Marion R. Gray Company, Los 
Angeles, maker of Grayco End-lock 
ties, has produced a shirt, also to be 
known as the End-lock, which incor 
porates two pocket tabs tor fastening 
to trousers, thus keeping the bosor 
of the shirt from wrinkling. 


Names Spencer Young 

The Spencer Young Company, Ne" 
York, has been appointed Eastern a 
vertising representative for the Ch 
cago Community Newspapers of tht 


° . 
Invents Coin-A-Day 

Coin-A-Day Company, Inc., Cleve- 
land, will start a merchandising cam- 
paign to introduce its coin-controlled 
electric clocks, operated on the same 
principle as coin-controlled retrigera- 
tors, to manufacturers. Direct mail 
and trade papers, as well as news- 
paper mats and dealer helps will be 
used. Humphrey, Prentke & Scheel, 
Inc., Cleveland, is in charge. 


° 
Tax Hearing Set 

The petition for a preliminary in- 
junction against the state of Louis- 
iana by the daily newspapers affected 
by the “Huey Long bill” which would 
tax advertising will be heard Friday, 
Nov. 23, before a three-judge court 
in New Orleans. In the meantime, 
the temporary order restraining col- 
lection of the tax continues in effect. 


Arthur Hagg Appointed 
The Concordia, 
pire has appointed 
& Associates, 


Kans., 


Chicago, 


resentatives, effective Nov. 1. 


Blade-Em- 
Arthur H. Hagg 
national rep- 


Accredited Group. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL Al 
COM'L PHOTOGRAPH 
LAYOUT AND LETTERING ——— 
MEN'S FASHIONS AND —— 
PHOTO - RETOUCHING ——— 


Dept. L. V., 116 S. Mich. Blvd, Chices? 


ATLAS PHOTO COPY CO: 


THREE LOCATIONS sta. 4047 
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ADVERTISING AGE 


SS 


OUR LEADING NATIONAL 
ADVERTISERS IN 1934 


FOOD AND GROCERY 


Nationol Biscuit 
Shredded Wheat 
Fronco-American Spaghetti 
Deming's Salmon 

Clapp's Baby Food 

Lea & Perrins’ Sauce 
Kellogg's Rice Krispies 
Borden's Condensed Milk 
Campbell Soup 
Carnation Milk 

Cream of Wheat 

Old Dutch Cleanser 
Cocomalt 

Fels Naptha Soap 

Post's Bran Flakes 

Jello-O 

Gerber's Baby Food 

Knox Gelatine 

Lifebvoy Soap 

Lux Toilet Soap 

Lux for Dishes 

Lux for Fine Fabrics 

Rinso 

Ivory Soop 

Camay Soap 

Pp. & G. White Naphtha Soap 
Chipso 


Kitchen Bouquet 
Sunbrite Cleanser 
Pompeian Olive Oil 
Joyz Maté 
Shinola 
* Whittemore's Shoe Polish 
Aunt Jemima's Pancake Flour 
Quaker Oats 
Scott Tissue 
Sun Maid Raisins 
Calif. Prune Growers Assn. 
Heinz Spaghetti 
Heinz Ketchup 
Heinz Beans 
Color Shine Chieftain 
Linit 
Mapleine 
Hubinger Starch 
Sani-Flush 
Morton's Salt 


Pineapple Producers Coop. Assn. 


Polk-Miller Products Corp. 
Waldorf Tissue 

Fleischmann's Yeast for Health 
Ovaltine 

French's Bird Seed 


TOILET GOODS 


Hudnut Marvelous Powder 
Eugene Permanents 
Mello-Glo Face Powder 
Admiracién Shampoo 
Gillette Razor Blades 
Moon Glow Nail Polish 
Forhan's Tooth Paste 
Satin Mesh 

Mae West Perfume 
Johnson's Baby Powder 
Mennen’s Baby Powder 
Cutex 

Pond's Cleansing Cream 
Pond's Vanishing Cream 
Pond's Skin Freshener 
Squibb's Dental Cream 
Woodbury's Facial Soap 
Armand Face Powder 
Ipana Toothpaste 
Colgate's Tooth Paste 
Ace Combs 

Campana Italian Balm 
Outdoor Girl Face Powder 
Lady Esther 


Glover's for the Hair 
Mary T. Goldman 

Perstik 

Zip 

Barbo 

Stillman's Freckle Cream 


* Lady Lillian Nail Polish 
Jonteel Products 
Noxzema 
Tattoo Lipstick 
Wildroot Wave Powder 
Louis Philippe 
Blondex 
Paul Rieger Perfume 
X-Bazin 
Edna Wallace Hopper 
Hump Hairpin 
Kleenex 
Golden Glint Shampoo 
Kurlash 
Listerine Toothpaste 


Hind's Honey & Almond Cream 


Tangee Lipstick 

Luxor Face Powder 

Maybelline 

Mum 

Golden Peacock 

Neet 

Murine 

Junis Cold Cream 

Pepsodent Tooth Paste 

Princess Pat 

Lucky Tiger 

Resinol 

Winx 

La Crosse Nail Polish 

Prophylactic Tooth Brush 
25 others (10 new) 


DRUG 


J& J Drybok 

)& J Red Cross Products 
Mistol 

Nujol 

Feen-a-mint 

White's Cod Liver Oil 
Fletcher's Castoria 

J& J Modess 

Stewart's Calcium Wafers 
J& J Kalms 

Vick's Vapo Rub 
Phillips’ Milk of Magnesia 
Bayer Aspirin 

Vapex 

Olive Tablets 

Kotex 

Listerine (Antiseptic) 
Lysol 

Pepsodent (Antiseptic) 
Pertussin 

Squibb's Aspirin 

Ex-Lax 


Kelp-a-Malt 
lronized Yeast 
Kruschen Salts 


Scott's Emulsion 

Groves’ Nose Drops 

Angostura Bitters 

Vick's Nose Drops 

Bromo Quinine 

Blue Jay 

Poslam 

Freezone 

lodine Educational Bureau 

Tums 

Nature's Remedy 

Luden's 

Midol 

Mentholatum 

Yeast Foam Tablets 

Norforms 

Allen's Foot Ease 

Zino Pads 

Cuticura Ointment 

Dr. Scholl's Foot Remedies 

Vapo Cresolene 

Musterole 

Zonite 

Santro Nipples 

Dr. Hand's Teething Lotion 
27 others (12 new) 


GENERAL 


Elgin Watches 

Selby Shoes 
Metro-Goldwyn-Mayer Pictures 
Agfa Films 

Royal Typewriters 
Dentyne 

Beeman’'s Pepsin Gum 
Lucky Strike Cigareties 
Columbia Pictures 
Eastman Kodak Co. 
Remington Typewriters 
Spud Cigarettes 


Ansonia Shoes 
Tempters 
Philip Morris Cigarettes 
Beechnut Candy & Gum 
Dennison Mfg. Co. 
Life Savers 
Kool Cigarettes 
Chesterfield Cigarettes 
Camel Cigarettes 
Wrigley Gum 

91 others (23 new) 


HOUSEHOLD 


Wallhide Paint 
Phileo Radio 
Wm. Rogers & Son Silverware 
Ozite Rugs 

spay Window Shades 
“>'amazoo Stoves 
Olson Rugs 
Singer Sewing Machines 


7 
Ne 


Magic Scouring Pads (S.O.S.) 
Pulvex 
Bissell Carpet Sweeper 
Royal Lace Paper 
Perfection Stoves 
3-in-One Oil 
7 others, all new 


win 1934 


Total: 355 


1934 has been good to True Story. We 


close the year with a healthy increase in new 


advertisers, a decided dollar gain over 1933. 


Gains reward the good producer: True True Story’s unique editorial policy 


Story produces for the national adver- selects a concentrated circulation of 


tiser because the magazine ranks high younger married women, a new undupli- 


by all standards of mass circulation ad- cated reader group in a strata of the mass 


vertising effectiveness. market not covered by other magazines. 


Dominant newsstand sale assures the Gains reward the good producer: True 
advertiser current spenders, current Story’s gains in 1934 evidence increas- 
readers. Spending activity, reader inter- ing advertiser appreciation for sound 
est re-checked each issue by the news- sales building circulation. Graybar 


stand re-purchase. Building, New York, N. Y. 


ee ee 


CIRCULATION UP TOO! CONSISTENT AD GAINS EACH ISSUE IN 1934 


True Story's circulation reflects the os ih eee SEPTEMBER . . . . . . 23.3% 
current rise in retail spending. FEBRUARY ... . .. . 15.6 OCTOBER ... 2... M9 
a MOVEMBER . wo en ww w HS 
FALL DISTRIBUTION—1934 a . . . . . . . . . 19.5 DECEMBER . . . . . . . 24.3 

‘et ees es 6 o Oe TRUE STORY show d largest 
GOGrGem « « 5 te es SR [i percent peeenne prs Mapes p. aad 
NOVEMBER .... . . . 2,100,000 ae a 37.5 women's magazines for the first nine 
DECEMBER. . . . . . . . 2,975,000 AUGUST ; 58.1 months of 1934 (last available com- 


parative figures). 


TRUE STORY 


1934 = DOMINANT NEWSSTAND SALE - YOUNG MOTHERS - NO DUPLICATION — 1935 
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F.O.B. or Delivered Prices? 


Those who tavor the idea of quot- 
ing prices f. o. b. factory in their 
advertisements must have been 
given something to think about by 
Chester H. Lang, director of public- 
ity of the General Electric Company, 
who made the following statement 
in his Chicago address last week, in 
a discussion of misleading advertis- 
ing: 

“Someone might ask me if I con- 
sider it forthright advertising to 
show a price of $77.50 in figures two 
inches high, accompanied by a neat 
but obscure little six-point line read- 
ing ‘f. o. b. the factory,’ which means 
$94.50 or $99.50 to Mrs. Consumer 
when she goes to buy the article 
anywhere East of the Rockies. 

“I suppose I'd be enough of a hypo- 
crite to defend that ad by pointing 
out that it reflects the trade prac- 
tice of the industry. But the still, 
small voice of conscience wouldn’t 
be so sure.” 

Mr. Lang appeared to be referring 
to a practice which prevails in the 
advertising of electric refrigerators, 
and to the method of advertising 
prices of the G-E refrigerator—a 
frank criticism of his own company’s 
merchandising methods which can be 
commended as refreshing in its will- 
ingness to examine current practices 
in impartial and open-minded fash- 
If everybody proceeded on the 
same basis, there would be very few 
controversial subjects that couldn't 
be disposed of in a hurry! 

But it is true that national adver- 
tisers who quote f. o. b. instead of 
delivered prices are today somewhat 
on the defensive. Even in the auto- 
b. De- 


ion. 


mobile business, where “f. o. 


troit’” has been a classic phrase of 
_the industry, there is growing inter- 
lest in the idea of delivered prices 
| which include everything that the 
|customer normally buys. 


The difficulty with quoting a fac- 
tory price is not only that the cus- 
tomer does not know what the actual 
cost to him will be, but that the 
difference between the factory and 
delivered usually = far 
greater than the freight charges in- 
dicate. The various extras. that 
somehow are always included pro- 
duce a delivered price which is al- 
most always out of line with what 
the customer expected to pay when 
he first noted the advertised price. 

The final delivered price can be 
analyzed and explained, of 
since the items which produce it are 
available to the consumer. But there 
is nearly considerable irri- 
tation on the part of the customer 
who, as Mr. Lang pointed out, is 
thinking in terms of a $77.50 expen- 
diture and learns later that it will 
have to be $20 or so more in order 
to effect the deal. 

There are 


prices is 


course, 


always 


obvious difficulties in 


the way of establishing delivered 


prices, uniform over most of the 
country, on all advertised 
since the equalization of freight rates 


and other charges would create dis- 


products, 


advantages for some sections as com- 
pared with others. But if the atti- 
tude of the public, which after all 
should be given first consideration, 
is any criterion, there is a lot to be 


Modern Advertising Has a Hook in It 


Robert J. 
of advertising tor Gulf Refining Com- 
pany, divides advertising into 
classifications 


Flood, dynamic director 


ancient, medieval and 
just 
is advertising 
and 

is advertising with a sales message 


modern. Ancient is advertis- 
ing; medieval 
has some sales value, 
and also a sales hook in it. 

In other words, Mr. Flood believes 
that advertising which does not pro- 
vide the occasion and the excuse for 
immediate action by the prospect is 
considerably less effective than it 
should be. The provided by 
Gulf consists of maps and other mo- 


hook 


torists’ helps, and it is available to 
other advertisers in a 
forms. 

Harry Boyd Brown, whose name is 
with the great 
merchandising successes of Philco, is 


closely associated 


three | 


which | 
modern | 


myriad of | 


}another believer in the idea of im- 
| planting a hook with a_ well-sharp- 
barb in all merchandise 
‘offered to the public. He is impa- 


| tient with the 


ened copy 


beautifully written 
but leisurely copy which makes good 
“literature,” but 


does not offer such 


tempting bait as to induce immedi- 
ate action. Even the good old free 
trial offer, or its modern equivalent 
of entrance in a prize contest, is 


recommended as one successful 


method of providing the hook. 


| Today’s sharp competitive battles 
for the available business are being 
won, apparently, by those who know 
how to present the with the 
most attractive bait it is possible to 
provide. That situation creates op- 
portunity for clever advertisers who 
| understand 


hook 


today’s psychology and 


its characteristic reactions. 


said in favor of junking “f. o. b. fac- | 


tory” as advertising copy and sub 
stituting delivered prices exclu-| 
sively. 


—— 1 he 
"You mean to tell me this is not 429 Jerome Avenue?" 


New Yorker. 


- Voice of the Advertiser 


More Data on 


Paul E. Derrick 


To the Editor: I was glad to read 
the brief success story on Paul E. 
Derrick which appeared in the “Get- 
ting Personal” department of ADVER- 
rISING AGE last week. He is con- 
spicuous in the group of pioneers 
whose work stands out in any collec- 
tion of notable early advertisements. 

I am enclosing an example of his 
copy for Quaker Oats which appeared 
in the February, 1899, issue of the 
Century Illustrated Monthly. This is 
one of the company’s first magazine 
advertisements. 

The following year pages were sub- 
stituted for the smaller units running 
in several magazines, and I believe 
the company has continued the ase 
of pages since. 

Not the least interesting point 
about this old copy is the signature 
of the agency, which appears in 
minute type on the lower border. The 
practice of including the agency’s 
name in the advertisement was quite 


(SCELLANEOUS 2 | 
= f 


imited,” 


rnia.” 


349 Branden, SY City 
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5 You have eaten Quaker Oats 71 
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general around the turn of the cen- 
tury, dying out by 1905. 

I don’t know why the custom was 
discontinued, but I presume clients 
objected. Agency publicity was man- 
aged toward the last by including 
notations to the effect that the text 
was copyrighted by the agency, or 
that the agency was protecting the 
trademark. 

RUSSELL BUCKHOUT, 
Frank A. Munsey Company, 
New York. 
. ae ee 


Liked Report 


To the Editor: We are very appre- 
ciative of the nice article in your 
issue of Oct. 20 regarding the con- 
vention and advertising exhibit of 
our association at Cincinnati last 
week, 

If possible, we should like to ob- 
tain an additional copy of this issue 
for our files. 

Harry L. Brrp, 


Department of Publicity, Laundry- 
owners National Association of 
the United States and Canada, 
Joliet, Ill. 


7, FT F 


We May Have to Do 
Something About This 


To the Editor: I have been a 
reader of your valuable publication 
from the first day that it arrived on 
the Pacific coast. [ have enjoyed 
every issue and have looked forward 
to receiving it. 

As a loyal subscriber and reader, 
I am taking the liberty of writing 
this note to you, telling you about 
a couple of things, which, in my 
humble opinion, are errors. 

Number 1. I always felt that the 
column, “Rough Proofs,’ was one of 
the snappiest things I have read any 
place and when you took it off the 
front page and buried it inside it 
just seemed to me that you “ain’t 
done right by our Little Nell,” and 
furthermore I don’t agree with the 
author of this column when he stated 
in your last issue that with winter 
coming on he was glad to be under 
cover. That remark reminds me of 
the nice thing that a gentleman 
would say at the right time. 

Number 2. Your feature, “Photo- 


graphic Review of the Week,” I al- 
Ways considered a real service from 


ing them, or through ADvVerrisry, 
AGE. 
No. 653. The Canadian Market. 


A comprehensive booklet discussjp, 
the buying power of Canada. With 
particular reference to the Toront, 
market. Published by the Toront 
Industrial Commission, copies ap, 
available through the Toronto Stay 


No. 654. The Gold Rush of °34. 

A thrilling story of the newest oj 
discoveries in the Oklahoma (Cj 
field, which incidentally points oy 
how these discoveries increase th, 
buying power and importance of th, 
Oklahoma City market. Published } 
the Oklahoma Publishing Company 


No, 655. Report on Survey of Auto 
mobile Owners on the Subject ¢: 
Batteries and Battery Service. 
Available to advertising agencies 
only, this report gives the results of 
a questionnaire study of 982 auto. 
mobile owners on how and where ani 
which kind of batteries they buy, as 
well as service details. Published by 
the Gasoline Retailer. 


No. 656. 
Wide 
Hours. 
A brief folder giving preliminary 

results of a survey conducted fo 

National Broadcasting Company by 

the Market Research Corporation of 

America on the use of radio during 

the daytime. 


High Spots frem a Natio) 
Survey of Daytime Radi 


No. 657. Radio Station WHBL. 


A market data folder on this She 
boygan, Wis., station which is owne 
and operated by the Sheboygan Pres; 


No. 658. Ears and Incomes. 

A study of four radio programs 
made by Columbia Broadcasting Sys 
tem, with especial attention to what 
percentage of homes in each income 
class was reached by the prograr 
The four programs selected were 4! 
of “higher-than-average” appeal. 


No. 645. The $423,000,000 Poult 

Market. 

A factual study of the poult 
market, replete with charts and fs 
ures, and containing also a detailed 
analysis of the market in the poult! 
field for trucks, wire, roofing male 
rials, insulating materials, electricit 
water systems, and a multitude 
other commodities and services. Pu! 
lished by Poultry Tribune. 


No. 462. Route List of 

Wholesale Grocers. 

A complete list of groceries 
Louisville, arranged geographical 
Also a route list of drug store. 
Published by The Courier - Journ 
and Louisville Times. 


Retail an 


No. 644. 20 Years of Service. 

An unusual brochure outlining th? 
20 years of service which The D0) 
New York Jewish language pape’ 
has rendered to its market, with 
explanation of the size and type f 
the market, its responsiveness | 
advertising, etc. 


No. 612. There’s a Turn to Color" 

Magazine Advertising. 

A fascinating contrivance tb# 
points out the value of color in a@ 
vertising, and especially in (0sm™™ 
politan, through the medium o § 
“turntable,” upon which college 7 
nants, national flags, etc., are 


picted, as well as the products, ® 
colors, of leading advertisers. 
sales promotion managers ideas. 7 


when you moved that feature of ™ 
back page—Oh, well, I have gives 
you my opinion on the other—* y 
repeat. 

Irrespective of where these 
features are, you are still publish 
a darned good paper. 

N. DANZIGER 

General Sales Promotion and “® 

vertising Manager Golden stale 
Company, Ltd., San Francis® 


two 
ing 


the standpoint of giving us 


poor 


Cal. 
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ADVERTISING AGE 


FOR A 


PROTECTION... 


FULL YEAR 
In this Unique Womans Magazine which 
ives a 760,000 CONSUMER BONUS !! 


20% MORE CONSUMERS PER FAMILY... 


THE FARMER'S WIFE INCREASES 


In the Rich Farm Women’s Market Reached 


By FARMER’S WIFE Magazine 


og: Sos 


GUARANTEE: TO [,050,000 NET PAID 
RATES: TO $5.50 PER LINE; $3400 PER PAGE 


CT now and protect yourself through Decem- 
ber, 1935 issue in the one magazine expressly 
written for the most important 40% of the 
women’s buying market! Farmer’s Wife, the only 
woman’s magazine for farm women, is announcing 
rate and guarantee increases amounting to ap- 
proximately 10% each, effective with the January, 
1935 issue. The guarantee rises from 950,000 net 
paid to 1,050,000; rates go from $5 per line and 
$3100 per black and white page to $5.50 per line 
and $3400 per black and white page. Your reser- 
vation, however, will be accepted at current rates 
for all issues through December, 1935, if received 
before November 20, 1934. 


It would take a whole page to tell you here of 
the extraordinary selection of The Farmer’s Wife’s 
teadership, which makes every copy printed reach 
areal prospect for you. It would take still another 
to tell you how we secured our amazing hold on 
farm women’s imaginations and affections—a hold 


NEW YORK 


15 Lexington Avenue 


which no other women’s magazine can equal. And 
still another to tell you of the amazing “hidden 
market” of 760,000 extra consumers which The 
Farmer’s Wife opens up to you without charge. 


Let the nearest Farmer’s Wife representative 
tell you about these Farmer’s Wife’s values! Call 
him in and give him personally your reservation 
order. Let him tell you the story of this maga- 
zine which can deliver to you, as on a platter, 
1,050,000 selected families in the richest counties 
in America. Farm income is on the way up! It’s 
running 20-25% ahead of last year and next year 
will be richer still. 


If you sell to women—whether your product is 
a food, a household article, a drug item or a cos- 
metic, you'll find it costing you less to sell through 
The Farmer’s Wife. Make the representative prove 
it. He can—to your satisfaction. Put in your res- 
ervation now. 


the FARMER'S WIFE 


The Woman’s Magazine with the Fastest Growing Reader Income 


CHICAGO 
307 N. Michigan Avenue 


ST. PAUL 
55 E. Tenth Street 


ites 


See How 
Selected Families Parallel 
The 1289 Richest Farm Counties 


These 1,050,000 


FARMER'S WIFE 


1289 RICHEST 


CIRCULATION FARM COUNTIES 
er a | Bea 

a hg 
Wy KS 


will take it! 


The Farmer’s Wife is not scattered 
broadcast to any farm home which 
Our exclusive circula- 
tion methods are concentrated in the 
1289 counties which the last Census 
has found to be the richest, the high- 
est in purchasing power. As a result, 
78% of The Farmer’s Wife circula- 
tion goes direct to homes on farms or 
in towns under 1,000 population—the 


homes which have biggest families, 
make largest-unit purchases, and have 
the most money with which to buy. 


Last Date for Reservations 


NOV. 20. 1934 


a. 
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Copy on Liquor 
Gains “Chicago 
Tribune’s ” O. K. 


Chicag ict. 24.—The 
nt exponent of prohibi- 


Chicago 


Tribune, arae 


tion repe: which heretofore has re- 
fused to aceept liquor advertising, 
announced in its columns vesterday 
that “hencetorth the Tribune 
will accept and print liquor advertis- 
ing.” A halt dozen or more adver 


liquor appeared in the 
sume issue with the announcement. 

The T» stated its position in 
an advertisement which said: 

“On Oct 19, 1933, the Chicago 
Tribune announced that, if and when 
prohibition repealed, it would 
not accept advertisements of whisky, 
brandy, gin. rum, and similar liquors. 

“The ision was based on careful 
observations of the methods used to 
promote the sale and use of liquor 
prior ification of the Kighteenth 
Amendment. 

“Until the 
to distribute 
made known 
in operation 
of time, the 
best serve 
publie by not 
vertising 


tisements 


hune 


was 


dec 


to rat 


methods to be employed 
liquor after repeal were 
and could be observed 
over a reasonable period 
Tribune felt it would 


“Enough time has now elapsed in 
which to draw conclusions re- 
garding the liquor industry 
future. 


some 


Sees No Cause for Alarm 


“During the past year the Tribune 
has observed the reasonable deport- 
ment of the public in the exercise of 
its returned right to drink liquor 
publicly. It has considered, without 
alarm, the manner in which the 
legitimate distiller has sought dis- 
tribution and customers 

“In the activities of more responsi- 
ble retailers, who have become impor 
tant factors in the distribution of 
liquor, it has had evidence that sales 
ot liquor would more than likely con- 
tinue on a level more satisfactory 
than in pre-Volstead days. 

“On the other hand, the bootleg 
industry has carried over trom pro- 
hibition days and operates to the 
detriment of the public revenues and 
the legitimate dealers who are asking 
that the bona fides of their brands 
be made known to the public. 

“Influenced by these developments, 
the Tribune is of the opinion that it 
should now open its advertising 
columns to the legitimate liquor 
manufacturer and retailer, and that 
by so doing, it will contribute to the 
general welfare by increasing the 


its readers and the general | pressure against the illicit manufac- 
publishing liquor ad- 


ture and sale of liquor. 


“Henceforth, without advocating 


| right to reject any specific 
and its 


| pany, 


the use of liquor, and reserving the 
liquor ad- 
vertisement, the Tribune will accept 


and print liquor advertising.” 


The Tribune's action leaves only 
one Chicago paper—the News—which 
does not accept liquor advertising. 


Any suggestion that the News might 
make a similar move was 
definitely spiked by the appearance 
in that paper of a front-page edi- 
torial today announcing that the 
News will ste@dily pursue its policy 
of refusing all liquor SEvOTEMERE. 


Devhaiiais Elected 


by Circulation Men 


J. L. Barksdale, Jr., Miami Herald, 
was elected president of the Southern 
Circulations Managers’ Association, 
convening in New Orleans Oct. 16. 
The 1935 meeting will be held in 
Savannah. 

Other new officers are: first vice- 
president, Fred M. Grim, Jacksonville 
Journal; secoad vice-president, Ralph 
B. Corn, Monroe News-Star-World; 
secretary-treasurer, Horace Powell, 
Nashville Banner. New directors are 
J. O. Stuardi, Mobile Press-Register; 
W. D. Green, Shreveport Journal, and 
J. C. Campbell, Vicksburg Post. 


A. & P. Names Agency 

The Great Atlantic and Pacific Tea 
Company, central western division, 
has appointed Simons-Michelson Com- 
Detroit, to handle radio adver- 
Detroit. 


soon 


tising, in 


Spot your advertisin 1g shots 


with these 2 appeals AT ONCE! 


GENERAL SCREEN ADVERTISING 
OFFERS TO ADVERTISERS: 


. 


The only medium which gives an actual moving demonstra- 


tion of your product in full natural color—with a voice that 


sells its advantages. 


Absolutely 100°, 


attention value—it is the only medium 


through which all of your audience gets all of your story 


every time you tell 


Complete flexibility of coverage, enabling the advertiser 


to buy full national coverage, or concentrate efforts for 


test or spot campaigns in a state or given locality. 


4. 


equal coverage could be bought through any other 


A price 


per 


parable advertising. 


20,142,735 Readers! 


Through 5,423 motion picture theatres 
in 3,554 cities and towns you can dem- 


onstrate your product and tell your sales 


story in natural color—action and sound 


to 


20,142,735 READERS! 


GENERAL SCREEN ADVERTISING, 
Wrigley Bldg. 


thousand reader circulation LOWER than 


com- 


WRITE TODAY FOR 
COMPLETE DETAILS 


INC. 
Chicago, Ill. 


| 


| 
| 


| public 


es 


SHOWS TREND OF NEWSPAPER ADVERTISING 


TREND OF TOTAL NEWSPAPER ADVERT SING e) 


oo 


Dy catandiennonesnetinocoar-Guanesanetannamnelaiepsist 


*easetBesaee se? 


TREND OF GENERAL NEWSPAPER ADVERTISING 


gc a ae 


Charts eal ~ Media Records, = which show the trend of 
total and general newspaper advertising lineage in 52 cities from 
January, 1928, a September, 1934. 


SYMPHONY HEAD 
BALKS AT LIGHT 
MUSIC ON RADIO: 


Retires from Pr Program After. 
First Performance 


Kansas City, Mo., Oct. 25.—The 
new program of United Drug Com- 
pany, which started out over an NBC 
network Oct. 14 featuring the Kansas 
City Philharmonic Orchestra’ and 
Karl Krueger, its noted conductor, 
went on the air for its second broad- 
cast last Sunday as the First Rhythm 
Symphony, under the direction of P. 
Hans Flath, whereby hangs an inter- 
esting tale of musical differences be- 
tween the sponsor and the artist. 
announced 
from par- 


Kreuger 
withdraw 


Impresario 
his decision to 
ticipation in the series last Thurs- 
day, declaring that the sponsor had 
insisted upon a program of light 
and musical comedy inter- 
spersed with commercial announce- 
ments—music which is out of his 
province. 


opera 


convinced, as a result 
of our expertence with last Sunday's 
broadcast,” Mr. Krueger said in a 
statement, “that it is impos- 


“| became 


sible to present adequately a pro- 
gram of even light symphonic music 
jin the space of a half hour, particu- 
larly when much of that time is 
taken up by commercial talk. On 
our first program we found that our 
last item was cut in two for this 


| reason. 


| 


| province, I 


}contract 


Lose Value of Name 


“It has been agreed with the spon- 
that the obvious solution of the 
problem is to build the programs 


sor 


from an even lighter literature, fea- 
turing selections from the light 
operas and the better musical come- 


dies. Since this music is out of my 
will another conduc- 
tor to conduct these broadcasts.” 
Attorneys checking over the radio 
are said to have found that 
it calls for “light symphonic music,” 


ask 


comedy and light opera airs, sustain. 
ing Krueger's contention. 

The First Rhythm Symphony, the 
/new name for the musical organiza- 
tion now broadcasting the programs, 
‘is composed of 73 members of the 
Kansas City Philharmonic. P. Hans 
'Flath, the new director, was for- 
merly musical director of KMBC. 
Last Sunday’s presentation, the first 
under the new set-up, resulted in 
‘numerous complimentary messages 
from the East, and also from the 
| sponsor, it was said. 


Cold Sufferers 
To Hear About 


‘‘Ludenizing”’ 


New York, Oct. 25.-—The “Luden- 
izing’ process for the treatment of 
sore throats will be recommended in 
a radio, newspaper and magazine 
campaign by Luden’s, Inc. Directed 
by J. M. Mathes, Ine., the drive will 
/open Nov. 1 and last for 18 weeks. 

Two networks will broadcast 15 
minute programs once a week. The 
NBC blue network has been signe 
for Friday and CBS for Saturda) 
Newspapers will be used in 75 cities 
with papers in cities not covered b) 
radio advertising receiving the larg 
est schedules. 


The magazine list comprises Col 
lier’s, Holland's, Household, Libert 
and Saturday Evening Post. 


The copy explains that ‘“Luden: 
izing” is the complete throat medical 
ing process which occurs the minute 
a Luden’s metholated cough drop is 
placed in the mouth, whereupon “1! 
medicinal ingredients melt into thé 
soothing lotion which quickly mois 
tens the throat, irritation and 
relieves coughing.” 


stops 


Sponsors Mural Contest 

The Ever Ready Label Corpor: 
tion, New York, is offering an awal 
of $500 for a mural painting dept! 


ing some aspect of the history ane 
use of labeis. Details may be 0 
tained from the company at 141 © 


25th St. 


Piston Rings to French 


Chance Com 
rings and 
tit 


Advertising of the 
pany, maker of piston 
utility supplies, has been placed wi 


Which does not include musical Oakleigh R. French, Ine., St. Louis 
= — MASS PLAN -ADVERTISING. 
= = 
= és 
= _HOME ‘TO ‘HOME DISTAIBUTION OF ADVERTISING AND SAMPL 
= Sales and Advertising executives who recognize 
= that regardless of the national scope of their 
= business, a campaign in house-to-house distri- 
E— \xeABee bution ultimately resolves itself into a local! 
— XSIRIBU Ie 3 problem, best handled by the agency best fa- 
Ee Vs eS miliar with the local conditions, are invited t? i 
= /s//! submit their problems in any particular market ; 
= (E/Lhy to the Advertising Distributors of America, Ine: 
= lel, IN CHICAGO IT IS THE ' 
F 3\\ BIG 4 ADVERTISING CARRIERS 1 | 
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THE TIDE OF TRAFFIC || & 
FLOWS TO FLORIDA 


Another great season looms in Florida— 

perhaps the greatest of all! For hotel reser- 
| vations and house leases already presage 
the greatest season in Fiorida’s history. 
; America’s buying power—cash buying 
;, power—will again be flooding those broad 

Florida highways. For it is an outdoor 
P minded throng that flocks to Florida, ever 
. responsive to Outdoor Advertising. 
“T Packer of Florida has made further exten- ing 
: sions in its Florida operations. It covers he 
: more than sixty cities and towns, and the ae 
: Packer organization in Jacksonville is excel- by 
; lently equipped to conduct your Florida 
e campaign with splendid coverage at low cost. 


hs a Early reservations are advised because we 
have already received more advance con- 
tracts than in any previous Florida season. 


; PACKER 
=m — 


OF FLORIDA INC 


| JACKSONVILLE 
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DEALERS FIGHT 


AMENDMENTS TO 
CLOTHING CODE 


‘Increased Gost’ Provisi 
SIONS 
Arouse Ire 
Chicago, Oct. 25.—Retail clothing 
merchants of the country are up in 
Arms ove! 
the manufacturers’ code which would 
permit manufacturers to pass along 
to dealers increases in cost after 
orders were accepted. 


The proposed amendment provides: 


“Manufacturers shall place on all 
accepted orders statement or stamp 
reading as follows; 

“Wherever between the date this 
order is received and the date 
shipment specified. there is an 
creased cost by reason of taxes 
other costs resulting from action 
taken pursuant to the 
covery Act, or the NRA 


tive agency 
Act, or the 


and/or the 
Agricultural Adjustment 


proposed amendment to | 


of | ing 


if 


—_—_+ —__-_- +— 


sx 
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Chart prepared by the Chicago office of Barron G. Collier which shows that surface lines traffic and busi- 
ness conditions in Chicago have a definite relationship. The solid line in the chart shows percent of 
increase in business over the same month of last year, and the broken line shows the increase in street 


car traffic during the same periods. 
age increase in business and street car traffic for the past 16 months. 


The question of increased costs 
after acceptance of an order is arous- 


the most discussion, however. 


in-| National Clothier commented in part 
or! on this score: 


“Manufacturers argue that they 


National Re-|should be permitted to stamp this 
as its execu-| provision on their orders because a 
Agricultural | similar 


stamped or 
which they 


provision is 


printed on the orders 


Administration, the buyer agrees to| place with the woolen mills. 


pay such increased cost.” 
This amendment, among others, 
has been accepted by the men’s 


clothing code authority over the pro- 
test of retailers and a public hearing 
is expected in the near future. 

Urges Vigorous Fight 


National Clothier, published by the 
National Association of Retail Cloth- 


| considerably 


| 
| 


iers and Furnishers 

ers to continue the fight on this} 
amendment, as well as most of the 
others. One of these provides that 


manufacturers shall ship their prod- | 


ucts only on the basis of f. o. b. city 
of manufacture Another permits 
manufacturers to sell at retail to 


officers in the military establishment 
or in uniformed departments of any 
government agency 

Still another provides 
customers’ labels 


that when 
are furnished, 
tomers the amount of cost in excess 
of two cents per label. Another 
amendment also under fire regulates 
cash discounts The final proposal 


rials and/or manufacture, delay in 
delivery, errors in shipment, or non- 
conformity to specifications of 


order.” 


States Objections 


“It is too much to assume without 
more information than 
is available, that the woolen mills 
are right in employing this provision. 
They may be wrong, and two wrongs 
do not make a right. 

“There are many serious objections 
to the inclusion of this provision in 


urged its read-| orders placed by retailers with cloth- 


ing manufacturers, namely: 
“1—The provision does not specifi- 

cally ‘increased costs. of 

woolens’ but applies to any increased 


state 


| costs due to taxes or other increased 


/and 
| creased costs to be claimed to be due | 


resulting from action taken 
pursuant to the NRA or the AAA. 
The wording of the provision is loose 
would permit almost any in- 


costs 


to increased taxes or in some way or 


|other to the NRA or AAA. 
manufacturers shall charge their cus- | 


“2-'The average merchant would 


jhave no means of disproving claims 
| by manufacturers which they would 


employ to justify increased costs. 


| 


| 


“3—The average retailer sells his | 
to which retailers object is that “no|clothing at certain well-known, well- 
return merchandise shall be accepted | advertised price ranges. For example, 
for credit except for defects in mate-|one store will specialize in $25, $35 


and $45 clothing. This merchandise 
is bought approximately four months 


anj)in advance of the season and is pur- 


chased on a study of previous experi- 


The horizontal wavy and dotted 


lines, respectively, show the aver- 


ences which reveal the approximate 


amount of $25, $35 and $45 suits that | KYW to 


this store may reasonably expect to 
sell. 


Would Stifle Trade 


“Any important increases in costs 
made after the order has been placed 
will throw the merchandising policy 
of the store completely out of bal- | 
ance. The merchant might find him- | 
self obliged to ask $55 for a $45 suit, | 
a price level he has never employed 
and a price level which would prob- 
ably throw him into competition with 
stores with which he cannot hope to | 
compete. He may find himself 
obliged to ask $35 for a $25 suit and 
lose the bulk of his volume of busi- 
ness because he is unable to supply 
the $25 market. 


No Counter Benefits 


“4-—This provision would, in our 
opinion, hamper and stifle trade be- 
cause it would make retailers very 
reluctant to place any important ad- 
vance orders. This provision com- | 
pletely places the retailer at the 
mercy of the manufacturers. It forces | 
the retailer to buy merchandise even | 
though he may be unable to sell it. | 
This provision will place the retailer | 
in the position of having to accept | 
price increases from both woolen 
mills and manufacturers without any 
recourse on his part in his dealings 
with the general public. 

“Furthermore, to demonstrate the 
unfairness of this proposal, there is 
no provision which would obligate 
the manufacturer to reduce his prices 
below those indicated on the order 
in the event that there would be any 
reduction in taxes or in NRA or AAA 


cost activities.” 


Bonus 
Philadelphia’s 
Outlet for NBC 


Philadelphia, Pa., Oct. 25.—Station 
KYW, owned and operated by West- 
inghouse Electric & Mfg. Company, 
will become the basic Philadelphia 
outlet of the NBC-WEAF coast-to- 
coast network on its removal from 
Chicago about Dec. 1. 

Stations WLIT and WFIT, which 
together have formed the NBC- 
WEAF network outlet on a time- 
sharing basis, will be combined to 


| become the basic Philadelphia trans- 


mitter for the NBC-WJZ network. 
The new KYW studios will be lo- 

cated at 1622 Chestnut St. Leon and 

Isaac D. Levy will provide the local 


| programs, subject to the supervision 
|}of Westinghouse and NBC, while the 


latter will furnish all network pro- 
grams. 

A new transmitter of the latest 
and most advanced type is being 
built in anticipation of the removal 
of KYW trom Chicago to Philadel- 
phia under authority of the Federal 
Communications Commission, 


“Tribune” Sets Record 


The Salt Lake Tribune, a member 
ot Associated Newspaper Color, Inc., 
set what is believed to be a new 
record for the greatest number of 
four-color advertisements in a single 
Sunday issue of a comic section 
when the Oct. 21 issue had seven 
such advertisements, space ranging 
from a full page to a three-inch strip. 


In OKLAHOMA 


HE WEEKLY KANSAS CITY 
STAR has 6,371 fewer rural route 


subscribers in Oklahoma than the larg- 


est farmers’ publication circulating 


that state. 


8% less rural route circulation 


in 


in 


Oklahoma at.a saving of 48% in the 
advertising cost—a net value 40% 


greater! 


ACCESSORIES ON. 
CHRISTMAS TREE 
CHEVROLET IDE) 


Detroit, Mich., Oct. 25.—With 
million dollar counter accessory ma) 
ket as the prize, and with the jy 
centive of last year’s unprecedenteg 
sales volume on packaged access; 
for Christmas gifts, Chevrolet Motor 
Company will launch a comprehey 
sive magazine and direct mail cam 
paign to aid its dealer organizatioy 
to capitalize on the huge pre-Chrigt 
mas shopping market. 
~ Inaugurated last year, the procram 
under the direction of the company’s 
accessories merchandising depar 
ment, resulted in the biggest Decem 
ber in the history of Chevrolet's 
accessory counter sales. A. still 
greater volume is expected this yea) 
in view of the national advertising 
which will support the drive. 

Initial sales efforts will be concep. 
trated on dealers to thoroughly ae. 
quaint them with the profit possibilj 
ties of the drive. A concerted effort 
will be made to stock them with such 
accessories as heaters, radios, vanity- 
mirrored sun shades, cigar lighters, 
gear shift lever balls, radiator orna- 
ments, seat covers, bumper guards, 
fender guides and many other items 
packaged by the factory warehouse 
in attractive Christmas wrappings. 


Ties 


Reaching the Owners 


Under the guidance of the com 
pany, the dealers in turn will con. 
duct a direct mail campaign designed 
to stimulate interest among Chevro- 
let car owners. To the entire owner. 
ship list the company will stress, as 
the main theme, the argument that a 
gift which can be used in the ca 
will not cost any more than some of 
the conventional Yule presents, but 
will be more appropriate and more 


appreciated. 
The sales and direct mail cam- 
paigns, which will continue until 


December, will be supplemented dur- 
ing the peak of the Christmas shop- 
ping season by a full page in the 
December issue of Life and the Dec 
11 issue of American Weekly. The 
two magazines will carry out the 
same theme used in the direct mail 
campaign. 

Packaged Christmas gifts als 
formed the basis of Chevrolet’s most 
recent appeal to the trade. In a rt 
cent page in Automotive Daily News 
copy stated: “Accessory sales, always 
a steady source of profit to Chevrolet 
dealers, will be far above the normal 
volume this December, one of the 
reasons for the greater profit possi: 
bilities in the Chevrolet franchise.” 


Dubuque Daily 


Modernizes House 


Endorsing the home modernization 
plan under the National Housing 
Administration, the Dubuque, li. 
Telegraph-Herald has purchased 
house built in 1890 and will conve! 
it into a modern home. 

The project, not to cost over $6,50! 
will illustrate what can be done wit! 
aun old home for a comparatively 
small sum of money. 

A prize contest for essays on “Wh) 
It Pays to Modernize Your Home 
will be conducted in close conjun 
tion with the building plan, ent!) 
blanks being obtainable only at th 
“NHA Home,” which is open to t! 
public. 


Travelers, Hartford, 
Issues 1935 Calendars 


Tying up with the Hartford ani 
Connecticut tri-centennial, to be ° 
served next year, the Travelers I! 
surance Company has issued an &¢ 
| vertising calendar carrying 12 dra 
| ings of colonial Hartford. Ss 

The drawings are the work of F 
Vaux Wilson, and are of line an 
wash type. Travelers will also di& 
tribute small easel desk calendars 
using the same illustrations. 


Fitzwel to Extend Test 


Directed by Otis Carl Williams. 
Inc., Worcester, Mass., the Fit2¥® 
Girdle Company of that city is (\™ 
ducting a test campaign on six of ©" 
firm’s 150 products, and may exte! 
| the drive to other cities. 
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BUY YOUR SHOWING ON THE 


MORTON PLANT: 


COMPLETE COVERAGE THAT TOOK 40 YEARS TO BUILD! 


Black dots indicate Morton locations 


NLY years can build a showing like this--forty years to be exact. The 
Morton Plant offers complete coverage in Baltimore and in fifty-seven 
surrounding towns concentrated within a 30-mile area. 


The present Morton Plant represents the best locations from former owner- : ea eave 
ships of the Wachtell Plant, Rife and Houck, Priester, Baltimore Poster HseaATAe & ‘a 
Advertising Company, American Sign Company, Thomas Cusack Company. ee as GS NBS -. 
Gillen, Inc., General Outdoor Advertising Company, The Morton Outdoor Sa Pa Ligaen ye 
\dvertising Company. It represents forty years service to national advertisers. & ee 


> 


Over 2,000 locations are controlled by the Morton Plant. These include 


posters, painted bulletins and walls; and spectaculars. The poster plant in cals : 
Baltimore has the low average of 242 panels per location. Deer ate 
The officers and personnel of the Morton Plant are composed of some of ' 
the most experienced men in the outdoor business. A competent Art Depart- : 
ment is at the service of any agency or client. . 
Test your outdoor plans in Baltimore! Just write us what you have in mind i maaan Co's 
--and we'll give you the FACTS! 


|. BALTIMORE CITY 


Publuhed in connecnioa with 
POLK'S OFFICIAL ARROW STREET GUIDE 


THE MORTON OUTDOOR ADVERTISING CO. | = se" 
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ADVERTISING AGE 


October 27, 1934 


P. 0. BECOMES 
SALESMAN FOR 
DIRECT MAIL 


Washington, D. C., Oct. 25 With 
the hope of putting the postal serv- 
self-supporting 
United States government has al 
lotted itself the task of increasing 
volume of direct mail advertising. 

\ circular in three colors has been 
sent to 5,000 Washington business 
houses and this will be followed by 
other suggestions as to how direct 
mail can be profitably utilized by ad- 
vertisers. Paper, printing and other 
materials and services are donated 
by establishments interested’ in 
direct mail, while the broadsides will 
be carried free by the post office. 


ice On a 


Complaints from newspapers, 
magazines and others that the cam- 
paign is inimical to their interests 
has elicited the explanation that 
complaints were expected. 

The first broadside carried this of- 
ficial announcement: 

“The direct mail campaign which 
will be sponsored by the Washing- 
ton Post Office is the first of its kind 
ever released in this city and one of 
the first of such campaigns to be 
used in the United States. 


To Give Concrete Suggestions 


“The campaign is the outgrowth 
of a suggestion made by the Post 
Office Department to postmasters 
throughout the country. It was the 
Department's idea that a_ better 
knowledge of postal facilities would 
help business firms increase the ef- 
fectiveness of their mail advertising 
and would also result in additional 
postal revenue with its consequent 
saving to taxpayers.” 

Subsequent 
carry 
tisers. 


mailing pieces will 
specific suggestions to adver- 

Each piece will carry a de- 
scription of the general advertising 
advantages of the broadside, accom- 
panied by an approximation of the 
cost of production in various yuanti- 
ties, and a brief explanation of the 
postal rules and regulations which 
govern mail distribution. 


Farley Tells Plans 


basis, the} 


Washington, D. C., Oct. 25.—That 
the Post Office Department seeks to 
increase the use of the mails to aid 
business and to promote advertising, 
was emphasized by Postmaster Gen- 
eral James A. Farley in a statement 
issued trom his office and based on a 
radio address which he made here. 

“We are always striving in the 
Post Office Department to devise 
new methods to stimulate business 
through the use of the mail,” he de- 
clared. “While we carefully watch 
every dollar in expenditure, we are, 
at the same time doing everything 
Within our power to increase our 
revenues.” 

Saying that “we have just issued 
an order of great importance to the 
business world,” he made reference 
to what is known as the “simplified 
unit) address” “By 
of this local or 
or anyone so disposed may direct a 
bundle containing numerous pieces 
of mail to the postmaster at any 
eiven point, each piece to be dis- 
tributed to rural route box 
and to the holders of post. office 
boxes in offices not maintaining city- 
carrier service,” he said. 


system. 


Makes Task Easier 
The Postmaster General declared 
that the system was being extended. 
“The arrangement is further simpli- 
fied by making it optional with the 
sender to omit the names of the post 
office and state from the individual 
pieces, provided the word 
used,” he said. 


‘Local’ is 


“This new service will enable local 
and national advertisers and. others 
to reach every patron served by car- 
rier, and will make available, to an 
extent never before equalled, the 
unsurpassed facilities of the postal 
service,” 


means | 
national advertisers, | 


| 
holders 


| Executives Named 


for New Packard Line 
| W. M. Packer, formerly regional 
manager of Chevrolet, will be sales 
manager of the new low-priced line 
to be intrgduced by Packard about 
the first of the year. 


George T. Christopher, formerly 


Buick factory manager, is assistant 
vice-president of manufacturing, and 
L. W. Slack, from Pontiac, will be 


the new sales promotion manager. 


| Enlarges Exhibit 


The Hartford, Conn., Times Home 
| Building and Architectural Institute 
is being enlarged to three times its 
former size and will be reopened as 
a permanent exhibit of building ma- 
terials, home appliances and modern- 
izing aids during Better Housing 
Week, beginning Oct. 29. 


Major Economic 
Theme Becomes 
Gripping Copy 


Buffalo, N. Y., Oct. 25.—Business 
has not only a right, but an obliga- 
tion, to make a profit, Remington 
Rand, Inc., is telling newspaper and 
magazine readers in a campaign 
which takes sharp issue with the im- 
plied belief of some of the brain trust- 
ers to the contrary. 

The copy has attracted wide at- 
tention because of the current chal- 
lenge to the capitalistic system. This 
attitude is of particular interest to 
Remington Rand, which, as it states, 


has undertaken the task of helping 
business make a profit. This selfish 
motive is frankly stated in a foot- 
note, the main part of the copy being 
devoted to a discussion of the main 
issue. 

Two pictures are presented: One 
of a business which fails to make a 
profit, and one of one which does 
attain that end. In the first instance, 
the copy recites, a community of 
homes, schools, churches and hospi- 
tals grow up and is supported by the 
business. “Customers, workers and 
investors all are benefited and none 
is harmed.” 

Here is the other side: 

“Investors lose their savings. Work- 
ers are laid off. Local merchants are 


in trouble because customers Cannot | gay 


| pay their bills. Mortgages are fore- 


1A. C. McClung, 


— 
closed and homes lost. There coy, 
hunger, unrest, bread lines, sicknege 
under-nourished children and 
crease of crime. 

“An unprofitable business benef; 
no one.” 


E. C. Dix Heads 
Ohio Select Lis; 


E. C. Dix, Wooster Record, wag 
elected president of the Ohio Seley, 
List of daily newspapers at a 
meeting held in Columbus 

Other officers: Vice-president, T, s 
Moorehead, Cambridge Jeverscnia 
secretary-treasurer, C. H. Spence 
Newark Advocate; directors, ( 
Rowley, Ashtabula Star-Beacon;: 


In 


k 
S. Myers, Middletown Journal; J, 
| Hurst, New Philadelphia 
Ashland T: 
Troy Ne 


Times: F 


neS-Cra zette 


Koehl, 
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Smith & French, Inc., agency in that every precaution be taken. Hy- Ei h N A 
W ; ight New Accounts 
New Floor aX charge, trace 27 dangerous diseases Gee, the copy continued, is unlike al Curtis Van De Mark 


to germs that may be found on the’ many waxes in that 


= 2 
Germicide Too, floors of the average home. Hy-Gee rubbing. It is odorless, quick drying Using publications, newspapers, 


e |meets the indicated requirements by and can be applied to linoleum, rub- and direct mail, the following : 
Detroit Learns remaining actively germicidal tor a ber, tile composition, cement and |©°U2ts have appointed Curtis Van De 
reasonable length of time, it is as-| terrazzo marble. 


serted, 


wax Which not only provides lus-| copy, running twice a week, spot 
rrous floors and furniture, but kills radio announcements are being used 
‘he germs which are a constant over all five local stations. Direct 


rhe germicidal action is attested by ing staged in several of the larger 

general Testing Laboratories, of this retail stores. 

ity. in initial copy for Hy-Gee, the Newspaper copy stressed the ar- ni 

new product. gument that ordinary precautions rhe Boston 
The fear appeal will be heavily are not enough to safeguard a baby the Walkrite 
etyressed in the advertising. Health against injury or disease. The last 


requires no 


Fred D. Day, formerly 
& Lawton, Inc., has joined the adver- 
tising sales staff 
‘hreat to romping children, is being mail is being used in a trade cam- gist Magazine. 
marketed by E. S. Evans & Sons. paign, while demonstrations are be-| viously with Cosmopolitan. 


Invents Shoe Company 
Advertising Club has 
organized a new mythical company, 


‘ : laboratory specimen for its 1935 edu- 
yithorities, according to Brooke, full measure of devotion requires | cational program. 


ADVERTISING AGE 


Mark Agency, Cincinnati: 


Credit Guaranty Association, Min- 
= a neapolis; Springfield Products 

Dertoit, Mich., Oct. 25.—A _ floor In addition to 600-line newspaper To “American Druggist”’ pany, Springfield, O.; Elmeco 
ment Company, Indianapolis; 

ford Company, Minneapolis; 


Ring Company, Cincinnati; 
American Drug- Hat & 


Day was pre. 


of Clifford 


Cap Company, 


Erickson, Ine. 


HALE THE TIME 


WHAT’S THIS? A grocer crashing a wedding? Wouldn’t you think 


he could pick a better time to sell his cereal? 

All right, then; suppose, instead, he advertises his cereal opposite an 
article in a magazine which starts her ¢hinking about food. Wouldn't 
he make more sales at a time when she is ready to listen? 

It is easier to make proper use of a woman's moods than to try to 
change them. 

That is why, two years ago, McCall’s decided to help both the ad- 
vertiser avd the reader by sorting its editorial contents into three 
magazines. 

It’s easy to get her attention on food, drugs, house furnishings, child 
needs, when she is reading about these things in McCall’s HomemakING. 

It’s easy to get her attention on clothes, cosmetics, what to wear, 
how to be beautiful, when she is in the mood and studying the subject 
in McCall’s Sryte & Beauty. 

It’s easy to get her attention on travel plans, cigarettes, cameras, 
automobiles, merchandise for her pleasure when she is relaxed and 
looking for pleasure on the pages of McCall’s Ficrion & News. 

lor two years, now, McCall’s New Triple Magazine has been prov- 
Ing its success to those who use it. 

Result: More advertising than ever for McCall's in comparison with 
ld-style magazines in the women’s field. 


Try MeCall’s yourself and see why. 


BEAUTY AIDS - COSMETICS - PERFUMES 


McCall's STYLE & BEAUTY for )mosiery - UNDERWEAR - CLOTHES 


(Foon - DRUGS - ELECTRICAL Equipment | 


McCall's HOMEMAKING for | CHILDREN'S NEEDS - HOUSEFURNISHINGS ( 


ae 


(reaver - CIGARETTES - CAMERAS 
jAvTomosites - BOOKS - INSURANCE 


LZZ ZZ 


McCall's FICTION & NEWS for 


LZ 


Beery School of Horsemanship, 
Pleasant Hill, O.; and 
Hosiery Company, Cincinnati. 


Clark Joins Agency 
Henry P. Clark, for four and a half 
Company, as a years with N. W. Ayer & Son, 
joined the New York staff of MeCann- 


REFRIGERATOR MANUFACTURERS 
PLEASE NOTE: 


More readers of McCall’s expressed their in- 
tention of buying an electric refrigerator dur- 
ing the next year than did the readers of any 
other women’s magazine—according to an in- 
dependent survey made among 4,548 homes. 
(Details on request.) 


60,000 REQUESTS 


A food advertiser appearing in the Home- 
making Section of McCall’s received over 
60,000 requests for a Cookery booklet from 
a single half page advertisement in a recent 
issue. McCall's moves to action. 


MORE PAGES READ 


A recent study by Prof. H. W. Hepner of the 
University of Syracuse, showed that a greater 
per cent of the total editorial pages were read 
in McCall’s than were read in any other 
woren’s magazine. (Details on request.) 


FIRST IN NEWSSTAND SALES 
McCall’s wide margin shows you something 
about what magazine women prefer when 
they step up to a newsstand and pick out in 
even competition the magazine that pleases 
them most. 


McCALL’S 
842,574 


L. H. J. 441,900 


v 
“ 
° 
“ 
o 
n 
re 
a 


DEL. 252,760 


The Pebbys tire ¥ ing “Coffee -Floaters” 


unestisiectory change i= tired of 


Bosting about om ore coliee to 


another | want Hills Bros Coles 
because of ite aorerring fever 
qoodness Gell pres us erough op 
oot oe tt le oe lets etek to Mile 
Bros. tor certun erjormert 
Pauls sow the more! 
Born taser and Para ‘ 7 Vihear you can have the 
ur varying pertecton of 
two things at least ' oe Bee Coles why 
thet: delight jn Hille deprive vourself of 
Bros. Colles and golf constant goodness by 
B used tobe tet Pele SL SS = inconstant changing? 
eouldn resist the temptanon of tre 
quent changes just for “something 
different” in coftes. 

“Listen here.” said Henry with 
qrest violence after thei: fifteenth 


A typical advertisement in the new 
Hills Bros. coffee series. 


TALE OF COFFEE 
‘FLOATERS’ TOLD 
BY HILLS BROS. 


Newspaper Copy Urges Them 
To Use the Best 


San Francisco, Cal., Oct, 25.—The 
sad story of “coffee floaters” is being 
related by Hills Brothers Company in 
a new campaign which is tied up 
with the familiar argument that pay- 
ing a lower price for coffee is false 
economy. Directed at readers of 
more than 300 newspapers between 
the west coast and Chicago, the copy 
is aimed at both men and women 
with dining room arguments about 
coffee. 

The locale of the newspapers util- 
ized indicates that the company is 
not yet ready to invade Eastern mar- 
kets, a topic of keen interest to 
coast food circles. The appropria- 
tion of Hills Brothers has been ex- 
panded for the tenth consecutive 
vear since N. W. Ayer & Son took 
jover the account, but the increase 
will be used in intensifying the ad- 
vertising, rather than in seeking new 


fields. 

Newspapers are practically the 
| only medium used this year, as in 
the past. 

Dialogue Is Used 


Four columns by i0!, inches will 
be the favorite unit for the new 
story. The entire series is identical 
in layout and male and female will 
| be portrayed in heated arguments, 
lthe tenor of which will be revealed 
| by balloons, “I’m tired of this con- 
founded changing of coffees, Mary.” 
The ensuing dialogue reveals’ that 
Hills Brothers “costs no more per 
cup.” 

Other titles in the series include 
{A Litthe Homework on Cottee Eco- 
nomics,” “So Women Don't Know 
Their Own Minds,” and the new 
|hook, “The Pebbys Tire of Being 
‘Coffee Floaters.’ ”’ 

This appeal to the lordly head of 
the house as well as the purchasing 
agent follows a summer campaign in 
which the company used sport pages 
exclusively. This experience con- 
vinced it that men are very much 
interested in the subject of coffee 
and are not backward about express- 
ing their views. 


The Gumps - CBS 


The Gumps, famous comic strips, 
will be transformed into a radio pro- 
gram starting Monday, Noy. 5, to be 
heard over WABC-Columbia five times 
weekly at 12:15 p. m., EST. The 
sponsor is Corn Products Refining 
Company, maker of Linit, Karo, 
Mazola and Kre-Mel. 


Raisin Drive Starts 
Advertising of the Consolidated 
Packing Company, San Francisco, 
teaturing Honey-Bunch raisins, is be- 
ing placed in leading newspapers in 
eight Eastern territories by Emil 
Brisacher &- Staff. 
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ADVERTISING AGE 


October 27, 1934 


FT. C. ZONES 
U.S. 10 STUDY 
RADIO SCRIPTS 


Washington, D. C., Oct. 25 
tinuing its campaign for the elimina- 
tion of “false and misleading adver- 
tising’’ from radio broadcasts, the 
Federal Trade Commission has made 
its second call upon broadcasting sta- 
tions to file copies of their advertis- 
ing continuities. 

The call is for the submission of 
continuities to be presented by radio 
between Novy. 15 and Nov. 30. 


Country Is Zoned 


Because of the immense amount of | Agency, 
work involved in reading and check- | 


ing the advertising programs, the 
commission has for the present, at 
least, adopted the policy of making 
the call by zones, of which the coun- 
try has been divided into five. The 
present call is directed at stations in 
Maine, New Hampshire, Vermont, 
Rhode Island, Connecticut, Massa- 
chusetts, New York, New Jersey, Del- 
aware, Maryland, District of Colum- 


| 


-Con- 


“VIVID COMPARISONS 


‘cial announcements appended to or 
given in connection with a transcrip- 
tion, electrical or otherwise, where 
such commercial programs are de- 
llivered or read by an announcer in 
ithe local stations. 
| In response to the first call, the 
commission received 180,877 conti- 
ween mete | nuities. Of these 161,466 were filed. 
rene he ltt wen | Lhe remaining 22,411 were referred 
‘ ~. |for further examination. Of the ten 
|/network systems and 598 broadcast- 
ing stations in the country, all filed 
_ their continuities in compliance with 
| the request, while the continuities 
submitted by transcription companies 
|represented 95 per cent of the total 
| volume of such advertising. 


Plan “St. Paul American” 


WRIGHT BROS. LTD, DIST, SAN ne 
m es } A new six-day evening newspaper, 
One of a series of advertisements |the St. Paul, Minn., American, will 
prepared for west coast newspa- | probably make its debut Nov. 1, with 
pers by Guggenheim Advertising a circulation list already exceeding 
San Francisco. which 23,000. S. J. Culbertson is president 
: — - and publisher, Lewis Beagh, adver- 
points out that Bernheim takes its |tising manager, and Douglas A. 
time now, as it did in 1872. Sherry, editor. Offices are at 366 

Jackson St. 


WHEN THE OLD GREY MARE 
- & WAS WHAT SHE 


—~) 


J 


ore sipping this old-time whistey 
ond leiming, “By Jove, it beset 
changed « bit 


bia and Puerto Rico. Calls upon the ° 
me . : T. H. Trenholm Dies 
other four zones will be made later.| : : 
With respect to electrical tran-| Thomas Hiram Trenholm, editor 
Sopeiay aay 5 ; land publisher of the Mountain Lakes, 
scriptions the commission has made |‘, Spisee ie 
} lificati to tl ah thes t |: J., News and the Boonton Times 
So errs Oe ee oe Bulletin, died Oct. 19 at his home in 
hereafter the commission desires | wountain Lakes, of heart disease. Mr. 
copies to be furnished of all commer-!Trenholm was 53 years old. 


MUSED 


It makes little difference who gets the advertising of some products. Cigarettes 


or candy, for example. It’s different with others. 


No use talking to automo- 


bile salesmen about piston rings. Or to the bookkeeper about hydraulic lifts. 


No *“‘keny, Meeny’”’ Here 


4 
yk. y 


*) 
piste" 


i 


——w 


Automobile Digest goes to 50.000 automo- 
tive SERVICE shops. Each of them pays $2 
a year for it. A.D. is edited only for the 
service-minded—the men who control the 
buying of equipment, accessories and parts. 
No one else reads it. Have you anything to 
say to them? There'll be no guesswork if 
you say it through the only paid automo- 
tive trade paper with A.B.C. circulation 


edited exclusively for service men. 


CINCINNATI, 
OHIO 


Getting Personal 


Maurice M. Osborne, Boston agency man, is chairman of the New 
England Council’s winter sports cooperating committee. Carl Shum. 
way, another agency man, is also a leading Boston winter sportster 

A. S. Dempewolff, p.m. of News-Week, came through the proba 
tional period as Ruth Igou’s boss with flying colors, and his for 
secretary has advanced him to the more important role of husband 
They are housekeeping in East 48th. 

William H. Johns hasn’t missed one of the Gilbert & Sullivan 
operas this year. He was accompanied to the 16th performance las; 
Thursday by Bruce Barton, F. R. Feland and George Gottfried, 
v.p.&g.s.m. of Continental Baking. 


| 


Col. King Martin, master of ceremonies, and Eddie McCleod, court 
jester, pulled the rope at the lynching of Dull Care October 26. 
tragedy occurred at the Halloween party staged by and for 
Presbrey staff at the agency’s offices. 

Kenneth Groesbeck, Mc-E v.p., has been named chairman of the 
advertising committee of the Citizens Family Welfare Commitice. 
His copy must pry $2,000,000 from the pockets of New Yorkers. 


J. Stirling Getchell, contrary to custom, has taken an apartment 
in town for the winter at 5 East 70th. He remains interested in Green 
wich affairs, however, and is now supervising publicity for the Greep. 
wich Community Chest drive. . 


Sam Fuson (E-W) is taking no chance on being snowbound at 
Westport against this winter. Well in advance of the first snowfall, 
he has opened winter quarters at Essex House. 


Bill Tracy has suddenly become enthused about deep sea fishing, 
but wants it understocd that he goes out to fish and not to feed the 
fishes, as so many do. His favorite waters are off Barnegat. 

Al Lehman, of the A.N.A., has joined the large group of New 
Yorkers who double as country squires on week-ends.. AIl’s rolling 
acres are situated near Oldwick, N. J. 


Ruth Heyman, of New Rochelle, is promised to Edward J. Lamm, 
president of Advertising Film Associates. The date for the wedding 
has not been set. . 


Jack Williams, g.m. of Architectural Record, knows all the West- 
chester courses intimately. If he turns in anything over 85 while 
playing any one of them, you can classify yourself as a hot pros- 
pect. 

Dan Sullivan, a.m. of Cannon Mills, and Leslie Gillette, a.m. of 
U. S. Industrial Alcohol, enjoy public speaking and are good at it. 
They train for platform appearances with the Platform Club. 

Nathan E. Jacobs, vice-president and Chicago manager for Bozell 
& Jacobs, Inc., flew to Washington last Thursday morning to attend 
the annual meeting of the National Coal Association. 

L. W. Gillette, advertising director of National Geographic, who 
attended the A.B.C. convention in Chicago last week, was former] 
the right-hand man of the late L. B. Jones, of Eastman Kodak, A.B.C. 
pioneer and past president. 


It’s a girl at the Ben Bolts. The daughter of the sales manager 
of the institutional department of Kraft-Phenix Cheese was born at 
Evanston Hospital October 23. 

A frisky terrier owned by Birt Fisher, general manager of KOMO.- 
KJR, Seattle, caught a young rabbit not long ago. He didn’t injure 
it, however, and so bunny has joined the Fishers’ pet menagerie. 

Charles Francis Coe, of Maxon, Inc., won his nickname of “Socker” 
as welterweight boxing champion of Uncle Sam’s Atlantic Fleet. The 
same activity induced “athlete’s heart,’’ which led doctors to predict 
that he wouldn’t last long. That was in 1924. 


M. Vincent Gottschalk, western manager at Chicago for A. E 
Clayden, Inc., is a newspaper representative by day and a magician 
by night. Mr. Gottschalk has delved deeper than almost any other 
man in the world into the fourth dimension of the human mind. 

The Audit Bureau of Circulations held its twenty-first annual 
meeting last week and H. A. Sprague, of the News-Press, St. Joseph, 
Mo., continued to string along with it. Mr. Sprague has never missed 
an A.B.C. meeting. 

Cliff Pangburn, McCann-Erickson, Chicago, a.e. was among those 
present ‘at the convention in Chicago last week of the American 
Ornithologists (bird students to you) Union. Pangburn is said to spot 
even the rarest bird as readily as a space rep passes on a rumor— 
and vice versa. 

Bill Kraus, assistant production manager of Needham, Louis & 
Brorby, Chicago, is proudly displaying a gold key he received 
Wednesday night from Chicago Troop 13 of the Boy Scouts ol 
America. The key denotes five years of service as a scoutmastel, 
but Bill’s association with Troop 13 dates back 15 years, when he 
joined up as a tenderfoot. . 


Fred D. Van Amburgh, 
Publisher, Dead at 6 

Fred D. Van Amburgh, publisle 
of The Silent Partner, tabloid bus 
ness magazine, died in a hospital 4 
Binghamton, N. Y., Tuesday at U 
age of 68. 

Born in Newburgh, N. Y., at 
age of 22 he founded the Chenan 
Forks Herald, later becoming oné 
the owners of the Binghamton = 
ning Herald and the Bingham! 
Saturday Post. After nearly 20 yee 
in real estate, mining, insurance 2 
brokerage he became editor and P! 
lisher of The Silent Partner in 1” 
He wrote several pep books. 


Righter’s New Work 
Volney F. Righter has joined U 
media department of Young & Ru 
cam, Inc., New York. He was" 
merly associated with Outdoor ne 
ice, Inc., and previously with Erw} 
Wasey & Co. 


Lash with Film Firm 


Henry L. Lash, formerly of Lee La 
Films, Inc., has joined General BY 
ness Films, Inc., New York, as spe" 


Drug Stores Assist 
in Movie Promotion 


Following up arrangements made 
by the Borden Sales Company and 
RKO Radio Pictures, Inc., moving 
picture exhibitors throughout the 
country are contacting local drug 
stores urging use of point-of-purchase 
advertising on Borden’s malted milk 
to tie-in with the picture, “The Gay 
Divorcee.” 

The Borden company is supplying 
its outlets with window posters, back 
bar cards and other material featur- 
ing the picture and its stars, both 
direct and through the exhibitors. 


S. S. Blood, Periodical 
Distributor, Is Dead 


Samuel Shipley Blood, retired 
president of the American News 
Company and the International News 
Company, died Oct. 22 in New York. 
He was 91 years old and had retired 
five years ago. 

Mr. Blood had been engaged in dis- 
tributing periodicals for 62 years, 
having organized the old New York 
News Company in 1867 which was 
later absorbed by the American News 


Company. service representative. 
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. 7 | 1“ salt. The | salt “sow” affect . - | 7 
A. B. P, Plans Meet Windmill Used secured by . : 


; Two Name Heller 
a painted wheel behind Ad : Steel I 
the board which operates in unison SVOETMERE OC Stet meee Come. 
yp M k M » As, a pany, Inc., Newark, N. J., maker of 
Oo are orton with that operating the girl’s arm. 


: , |Steelbuilder construction toys, and 
° When the spout is closed the salt | the Faspray Corporation, Red Bank. 
Salt Sign Work stops pouring and when open the | N. J.. maker of dishwashing ma 
contents are released. The Pine a has been placed with the 
ee i with which the flow operates is con- | Heller Advertising Service, Newark 
| tingent upon the velocity of the 


in Washington 

The fall meetings of the Associated 
Business Papers, Inc., and the Na- 
tional Conference of Business Paper 


ARE SHRINKING, Editors will be held in Washington, 
probably Nov. 22-23, A. B. P. head- 
quarters has announced. Plans for 

STU the place and date are not yet defi- 
nite, however. Milwaukee, Wis. Oct. 25.—The | Wind. Push G-E Workshop 

According J. B. G 


Present arrangements call for one|General Outdoor Advertising Com- to Gavan, sales | , 

. ' full day of business, with the second | pany has erected a new test sign for| ™anager for the Morton Salt Com- Pi Ms w ee poe ee pct ag 
: ° ‘ 3 oe ( Ss " 7 > ar- 

Year Will Show Sizable In- day devoted to brief calls on impor-|tne Morton Salt Company on the|Pany, the test sign has already | ; ib 


ized in a number of magazines, in- 
é y xecutives. : arouse +h favorable ec nt | : “yay 
jtant government ¢é Bluemound road several miles west | 27oused so much favorable comment /|cluding American Boy, Fortune, 
crease However eae that others will be erected shortly. 
’ ss 


of Milwaukee. This unique mechan- Popular Home Craft, Popular Me- 
Promotes Walnut ical sign, powered by a six-foot wind- | chanics, and Popular Science. 
eo - poo ag Rem *D. mill, is 12 by 45 feet, a 
yon tec raaqe extension adlrector ) : s P . 
New York, Oct. 25.—While pub- the pee ec Walnut Mfrs. Associa-}. it rs designed with a wheel behind Advertising of the Harrison Hotel, 
ishers’ gross revenue from national] tion, to work with furniture mer-|!t Which operates the figure’s arm, | Chicago, has been placed with the 
jdvertising for 1934 is materially | chants and manufacturers on promo- which in turn raises and lowers the | Willard E. Stevens Advertising|Atlas Advertising Company at 6 
ahead of last year, the rate of im-| tional activity. spout of the 94 by 6 foot Morton can| Agency, Chicago. Church st., New Haven, Conn. 
rovement is diminishing, Standard ———— = = 
statistics Company declares in a 
yulletin issued yesterday. 
Publishers’ gross revenues from 
Ri ten advertising in the first nine 
months of 19384 were about 23 per 
ent larger than in the like period 
4 year earlier,’ the bulletin says. | 
“The gain in the third quarter, how: 
eyer, Was Only about ten per cent, in 
contrast with the 33 per cent in- 
crease in the April-June quarter. 
fhe diminishing rate of improve- 
ment has been most pronounced in 
the sensitive newspaper division, | 
where national advertising has re- | 
ently been slightly smaller than | 
: twelve months earlier. This reflects 
| » part the upturn in the 1933 third 
arter, but primarily the slowness 
f wholesale markets to respond to 
the usual autumn stimulus and the 
resulting curtailment of advertising 
costs by many distributors. The 
. strong early fall pick-up in retail 
trade, nevertheless, has now revived 
a fair demand for manufacturers’ 
ll stocks of goods and both distributors 


(Picture on Page 31) 


Hotel Names Stevens 


Atlas Agency Starts 


William D. Scully has formed the 


kverybody’s 
Tathking 


id nd manufacturers may be expected 
# bse oo, ee cee Whether on the train or avenue, all conversation these 
10 1) a > +1 z » p > I | 
Is {dollar sales. 
C. Less subject to short term swings, 


days seems to drift to—**‘How’s business?”’ One thing is 
mgazines have continued to make 


sod gains in space sales over 1933, 


” c . : si Ss . » . is . . _ niet . s - s 
7 nd now show a 27 per cent increase | certain: Business in the major distributing centers east 
i advertising totals for the year to 

ute. Moreover, contracts for line- | of the Rockies has been good this year. And that’s where 
O- ge in fourth quarter issues indicate | 
ire it full year magazine advertising | r . wre . r > wy re 

} . . one. } a , 

SC cutasc uals Sa elena se te Gee rHIS WEEK comes in—for THIS WEEK is a weekly 
a ager than the 1933 total. While the 
he Jjsivance in magazine lineage con- magazine that concentrates in this great market and is 
ict tnues fairly well sustained, forward sx 

utracts are still being taken by ad- ° ° ° ° ° ° 
w Mieriisers for caly & few wanthe. Associates distributed” by 21 leading newspapers in this territory. : 
ian @pllus, the prospect that aggregate e 
her Mprail trade dollar sales during the But speaking of business, THIS WEEK has an adver- 
_ , gpeedium term will be only about 10 ATLANTA JOURNAL 
al tr cent larger than a year earlier BALTIMORE SUN a . 7 
‘oh, indicates that early 1935 magazine sisiniaasiaak waive tising combination hard to beat. It has the sales punch 
aol tivertising will show materially BOSTON HERALD 

” ler . vay . ative ains. 5 7 . ae . . 

aller than current relative game BUFFALO TIMES of a newspaper—and the long life of a magazine. Per- 
Lose Profits Still Small CHICAGO DAILY NEWS 
ical BH “Expansion of advertising in the CINCINNATL ENQUIRER haps even harder to beat is the low cost of reaching 
spol His: fifteen months has reflected in- CLEVELAND PLAIN DEALER 
or 


tases in dollar totals of distribu- 
's resulting more from increased 
s & BBrices of merchandise than from 


DALLAS NEWS 
DETROIT NEWS 


THIS WEER’S 4,000,000 families. Again speaking of 


‘ved ‘ * 2 A INDIANAPOLIS STAR ‘ 

eT Snares toe Fees Sate MEMPHIS COMMERCIAL APPEAL business, the new patented colorgravure process by 
5 Of Miues. “The causes of increased seteivatitnes sammie 

ster, ces—higher labor, supply, and ma- cia a bia , oan ; eae ee 7 

» Sen) senhncdinwe cles tone te ileal MINNEAPOLIS JOURNAL which THIS WEEK is printed puts real sales power 


NEW ORLEANS ITEM-TRIBUNE 
NEW YORK HERALD TRIBUNE 
OMAHA WORLD-HERALD 
PHILADELPHIA RECORD 
PITTSBURGH PRESS 
ST. LOUIS GLOBE-DEMOCRAT 
WASHINGTON STAR 


ithe publishing field. In fact, in 
— * initial half of 1934 most of the 

‘efit of revenue recovery was 
h, sorbed by increased expenses, and 
at 68 most instances publishers re- 
ablishe™ "!ed only moderate betterment in 
id bus 


pital § 


into your advertising. And of course that means good 


business for THIS WEER’S advertisers. 


frst half of 1935. 
the current six months rela- e 
more of the increase in gross 

ing carried into net earnings. 
riod is seasonally less profit- 


ts over the depressed level in|} 
at t 


at t 
henang 
a one 
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UNEPFED NEWSPAPERS 
Magazine Corporation 


on E than the fret hait-year, how: 20 LEXINGTON AVE., NEW YORK, N. Y. 

bham ‘nd while the full year show- peas neags peo ae 

0 yea will compare favorably with | CHICAGO OFFICE: 360 N. MICHIGAN AVE, 

nee a. actual profits of most publish- DETROIT OFFICE: GEN’ L MOTORS BLDG, 

nd pum will remain modest. 

in 4G Concerns servicing publishers ° 


ied (Mg “{vertising volumes, but have not | 
& Ru to contend with marked in- 
vas f ‘ in costs. Profits, therefore, 
r Ser covered sharply to fairly sat- 
ErWiMRtory levels.” | 
rm Dairy Coen a Appoints 

eo LA € Cleveland Dairy Council has 
)] BUGFed its account with the Campbell- 


‘ printing and supplies, however, 
experiencing gains in gross rev- 
S comparable to the advances 


‘ord Advertising Agency, Cleve- 
Radio, newspapers, and _ bill- 


ls will be used. 


* Distributed with the Sunday edition except in the 
Chicago Daily News Saturday edition 


FIRST ISSUE, FEBRUARY 24, 1935 
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eturns were 


surprisingly gratifying 
SAYS THIS CLASSIFIED ADVERTISER. 


A. L. Warington has a type measuring 
device which he has advertised in the 
classified department of ADVERTISING 
AGE. In ordering three additional inser- 
tions he wrote: 

| ran this ad some time ago, and | 
might tell you that the returns were sur- 
prisingly gratifying—far greater than from 
the other mediums | used." 

In classified, direct results count. The 
concentrated circulation of ADVERTISING 
AGE among advertising people—advertis- 
ers, advertising agents, publishers and 
others interested in advertising planning 
and production—means your copy will 
reach those who can use what you have 
to offer. 

Use this department for Positions 
Wanted, Help Wanted, Used or New 
Equipment For Sale, Business Opportuni- 
ties, Special Services or anything else that 
has to do with advertising activities. 

The rates are low—40 cents a line, 
minimum charge $2. 


CLASSIFIED ADVERTISING DEPARTMENT 


dvertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 S. Dearborn Street, Chicago 


MORE NEWS IN 
Advertising Age 
Than Any Other Publication! 


Read your own copy, and be sure of hav- 
ing the latest information on all advertising 
developments all over the country. 


$1 a year — Fifty-two issues! 


Use the coupon! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 
year. 


12 SSE ee Ce Bis Cee ee 8 SS ble we Ole ee 


OS) S OO Se 8.8 Se OS. SR ER PS Se OO lew Bee be & 


Company 


Street and 


RSS SO BM RES ES OS HS OREM ES O18 S $8 18S OO OOS SO 


ee ee ae ee eo ek a oe oe ok er 


M1 


'am sorry to say, however, that during 
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land 


NOTED OFFICER 
OF NEWSPAPER 
BOSTON GUEST 


Mrs. Reid Attracts Distin- 
guished Audience 


Oct. 25. 


desire of 


Boston, Mass., Apparently 
the radio inter- 
ests to conciliate newspapers, the ad- | 
Mrs. Helen Rogers Reid, | 
vice-president and advertising direc- | 
tor of the New York Herald Tribune, | 
the Advertising Club of Bos- 
ton Tuesday was put on the air. 

While Mrs. Reid naturally pointed 
out the advantages of her favorite 
medium, she had kind words to Say | 
for others in the field, including | 
radio. 

“It is probably an accepted fact,” 
said the brilliant newspaper woman, | 
who was greeted by an overflow as- | 
semblage, “that radio Owes newspa- | 
pers a great debt for their promotion 

new scientific 


nidicating 


dress of 


before 


of a achievement. I 


recent years the brotherly love be- 
tween the two industries has at times | 
been something like that of Cain and 
Abel. 

“T am convinced, however, that the | 
future is going to bring new oppor- | 
tunities to work together that will be 
indispensable to the ultimate size of | 
either. Radio promotion needs as a 
final word the close-up of the visual 
story and illustration on the news- 
paper page, while newspapers will be 
helped by the amazing developments 
of radio and its great charm.” 


An Indispensable Product 


Mrs. Reid suggested that some day 
an advertising campaign will be built 
around the virtues of water. 

“Many sermons have been preached 
on the evils or charms of alcohol,” 
said she, “but I have never heard | 
one describe the magnificence of | 
water. Not until we travel in re- 
mote parts of Europe, Asia or Africa 
do we realize what a luxury has been 
provided for the people of America 
in this supply of good water.” 

Mrs. Reid paid a tribute to the 
martyred Louis Barthou, of France, 


‘who she said was a wise user of ad- 


vertising in his diplomatic strivings 
for peace in Europe. 


“Barthou began by encouraging 


the French press to publish sympa- 
thetic stories about Italy and_ Ital- 
ians,” related Mrs. Reid. “At the 
same time he brought influence to 


Foreign Office to 
from 
critical of 


Italian 
the Italian 
material 


bear on the 
discourage 
publishing 
France. 
“Barthou’s next step was with the 
French tourist agencies. He saw to 
it that Italian students were encour- 
aged to come to France with exceed- 
ingly advantageous railway and hotel 
charges. Italian tourist agencies 
were urged to reciprocate and did. 
As a result many groups of Italians 
have visited France and equal num- 
bers of French have visited Italy this 
year. On side there had been 
more than the ordinary effort to 
facilitate sightseeing and _ provide 
comfortable quarters and good food. 


press 


each 


Barthou’s Last Success 


“The agencies ac- 
Jarthou’s objectives by 
spending lavishly on Italian news- 
paper space and the Italian agencies 
reciprocated. The whole program Was 


French tourist 


la simple use of advertising methods 
ito turn public opinion away from in- 


cidents which might create friction 
substitute for it a favorable, 
friendly atmosphere. Following this 
foundation work Barthou had planned 
after his visit from the King of Yugo- 
slavia to visit Rome and negotiate 
a Franco-Italian working agreement.” 

Mrs. Reid was introduced to a dis- 
tinguished audience by Col. Carroll 
J. Swan, chairman of the day and 
representative of the Herald Tribune. 
Among those present were Governor 
ily, of Massachusetts; Lieut. Gov. 
Bacon, Major General E. P. Fish, 


president of the State Senate; E. W.) 


| ing 


DOUBLE OFFER 


Dovsie your MONEY BACK’ 


if you don’t like these Beans 
better than any you ever tasted! 


adver- 
tisement with which Libby, McNeill 
& Libby introduced Deep-Brown 
beans to Chicago last week-end. 


Seven-column newspaper 


The 


"“double-your-money-back" 
offer was featured. 


Preston, publisher of the Boston Her- 


— 


Expands Activities 


At the annual fall conference 
Kelvinator Corporation's commerejg) 
field representatives, recently held a: 
the Detroit plant, it was announced 


that the company’s winter driyg 
would involve the most extensjy, 
merchandising and advertising pyo. 
gram in its history. A number of 
trade journals and newspapers will 


be added to the schedule 


The first complete and authentic survey 


of the service rendered by outfitters jy 
eating drinking equipmen 
market is now ready for distribution to 
manufacturers advertising 
agencies who have products for use jp 


field. 


the only Survey ever compiled in this 


the and 


those and 


this To our knowledge, this js 
field, where the figures come from the 
outfitters Write for your 
copy and see these amazing figures be 
fore making up any marketing plan 


themselves. 


ald-Traveler; Norman Rose, advertis- for this field. 


chief of the Christian Science 
Vonitor; William Rogers, advertising 
manager of the Boston Transcript; 
Moseley Taylor, of the Boston Globe; 


Lou Marchant, of the Post, and Carl 


Dreyfuss, of the Hearst Papers. 


Allyn B. McIntire, president of the | 


Association of National Advertisers 
and Theresa Fitzpatrick, a 
of Atlantic Monthly, were 
those present. N. W. Ayer & Son 
ound Batten, Barton, Durstine & Os- 
born had special tables. So did Lever 
Brothers, the Lantern Club, Salada 
Tea and others. 


Pineoleum to 
Double Size 
Of Campaign 


New York, Oct. 25.--Doubling the 
circulation of the advertising over a 
vear ago, The Pineoleum Company 
this winter is reaching readers with 
quick copy that tells the cold sut- 
ferer how to get relief. 

If more information about treat- 
ment of colds is wanted, five points 
given in each half-column_ piece of 
copy answer questions of Pineoleum’s 
effectiveness. The material is boiled 
down to essentials. It does not go 
into detail on prevention of colds but 
seeks to answer the foremost thought 
in the victim’s mind: “How can 1] 
get rid of it?” 

The headlines answer this question 
If the sufferer is not too stuffed up 
to go on, he discovers in the five 
points that Pineoleum is pleasant. 
soothing, safe for children, that it 
comes with Ephedrine which helps 
open nasal passages quicker, that it 
has enjoyed the confidence of the 
medical profession and that it is “the 
original nose and throat spray” dat- 
ing back more than 30 years. 

Special features of the campaign 
are the playing up of the pine oil in- 
eredient and the variety in form of 
the product. The pine oil ingredient 
is stressed in each piece of copy by 
a shaded pine tree background. Each 
insertion illustrates the various prod- 
uct forms and helps in the selection. 
There are spray or dropper bottle. 
dropper bottle with Ephedrine and 
Pineoleum Ephedrine jelly. 

The magazines to carry 
starting with December 
{merican Magazine. American 
Weekly. Cosmopolitan, House- 
keeping. Ladies’ Home Journal, Me- 
Call's. Parent's Magazine and Satur- 
day Post. Pedlar & Ryan, 
Ine., is the agency. 


the 


issues 


copy 
are 


(iood 
Evening 


Higgins with Agency 

Alfred J. Higgins, formerly of 
Chase National Bank, has been 
pointed New England manager 
Ferns, Anderson, Inc., banking 
vision of the Samuel C. Croot Com- 


pany. New York advertising agency. | 


Mr. Higgins will head a Boston office 
to be opened shortly. 


director | 
among | 


The OUTFITTER of Eating and Drinking Places 
1900 Prairie Ave. 


Chicago, Ill, 


ADVERTISING MEN 


bound for | 


NEW YORK 


OU'LL have a friendly wel- 

come at the Piccadilly—one 
of New York’s newest hotels— 
a comfortable room and bath 
for as little as $2.50 the day. 
@ Meet your friends in the 
SILVER LINING, Cocktail 
Room .. dance to Piccadilly 
Orchestra enjoy delicious 
food in the Georgian Room, 
at moderate cost. 
@ Business and pleasure choose 
the Piccadilly . . convenient to 
the advertising center, to the- 
atres and amusements . . a few 
steps from quick transportation 
to every corner of the towr.. 


HOTEL PICCADILLY 


227 WEST 45TH STREET, NEW YORK 


iH’. Stiles Koones 
General Manager 


“Pages’ 
that SELL. 


Four pages—one shect 
of sturdy bond pape 
—covering LL mace 
headings about radiy 
Mmewspapers, farm 
trade oc general magi 
zines (regional or national) —now help publishers 
broadcasters to sell more space or time. Furnish inte" 
mation this modern way. Agencies also use AMA 
forms as “questionnaires.” ¢ ¢ Send tor samples toaa” 
on your letterhead. No obligation t buy 


ADVERTISING MEDIUM ANALYSIS 


500 Sansome Street San Francis@ 


“FOUR PAGES’ 


Reg. U. S. Pat. Off. 


Photostats 


fast! 


KAPID COPY SEKVIC 


{Vanderbilt 3-3680 
Mow ‘Vers LFor All Branches 
Cleveland: Main 9335 


{State 6013-4 


Chicago ) State 5980-! 
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Opens New Playhouse 
The Columbia Broadcasting Sys- 
tem has added a second radio play- 


BRAZIL COFFEE 


house to its studio lineup. The new 
unit, formerly the Avon Theater, 
|New York, is located in West 45th 


| St. just off Times Square. 


TENTATIVE Offers New Sedan 


The Chevrolet Motor Company has 
,; added a new four-door, five-passenger 


ONLY 


sedan to its standard six series. At 
Chicago, Oct. 25.—The much her- | $540 it is claimed to be the lowest 
ided milli dollar Brazilian coffee | priced four-door sedan in the field of 


ampaign in the United States is | Sixes and eights. 


stil] some distance in the future, it ae oe 
-as indicated Monday night, when Green Joins Bauer 


Oswaldo Aranha, new Brazilian am- Joseph Green, since 1927 president 


assador to the United States, ad-|of Joseph Green, Inc., advertising 
essed the Associated Coffee Indus- | agency, has joined the Adrian Bauer 
es at a dinner at the Palmer| Advertising Agency, Ine., Phila- 
Houst The representative of the delphia, as account executive. 


Rrazilian government explained that | an . a — 


ne of the things that is troubling the | 

esyrowers in his country is the possi- 
jlity that their money will be spent 
1) advertise coffee in general, while | 
ey are interested only in promot- 
‘ ng consumption of Brazilian coffee. 
Interest in the proposed campaign 
was shown by large attendance of | 


a uvited guests at the dinner, Great | 
is \tlantic & Pacific Tea Company, | 
1e kroger Grocery & Baking Company, 
ir yd Standard Brands, Inc., being | 
e uly a few of the Goliaths of the food | 
i jeld represented. 
The ambassador provided some- 

thing new in the way of after-dinner 
speeches by discussing the situation 

eS » Portuguese. Since few of the! 


ilk guests were familiar with this lan- | 
guage, they were considerably non- | 
aa jused until the ambassadorial sec: | 
etary arose 
the remarks, 
Funds Hard to Raise 


The major portion of the speech 
was of an extremely general nature, | 
the ambassador pledging his best 
eforts to cementing relations be- 
ween Brazil and the United States. | 
Many of the listeners were poten 

} 


with a translation of 


| 


ers of the delegation which recently 
sited Brazil as guests of the Brazil- 
| government. One of these ex- 
pained that while the need for an 
lvertising campaign to stimulate 
nsumption of coffee is more marked 
in ever before, raising the funds | 
esents great difficulties. The 
azilian coffee trade is still in a 
pressed condition and has adopted | 
wme of the methods recently inaugu- | 
ted in the United States—destruc- | 
n of surplus. | 
The last of the coffee surplus is | 
\ being burned and with it out of 
way, the growers are feeling 
mewhat more cheerful. The _ pro- 
sed plan of financing the campaign 


vy a per-bag assessment on green 

fees shipped from Brazil to the 

hited States. 

That the situation is not hopeless 
— indicated by the calling of a| 

eting of the Chicago Coffee Asso- | 
as tion for Friday, Oct. 26 to dis- | 

‘s the next step. 

e | 
“a lo Represent Hearst | 
d pint Magazines on Coast 
es franeis S. Mygatt, Ralph F. Brett 
, farm Robert W. J. Carey have been 
aed led to the Pacifie coast organiza- 
sh infor of the International Magazine 
se AMM mpany, New York. 
est" Nv Mygatt will become Pacific 

st manager of Cosmopolitan on | 

Lysis \. 1. He will also represent House 
rancls@ vfiful, Town & Country, Motor 
fing, American Druggist, Motor 
{merican Architect in the Pa- 


Oast territory. 

lr. Breth, since the spring of 1933 
coast manager of Cosmo- 
and Harper's Bazaar, has 

tamed Pacific coast manager of | 

Housekeeping, succeeding John 


1 iedon 
Carey, of the Eastern staff ot 
“sy Bazaar, has been appointed 
coast representative of that 
cation 


——— me tore joining the Eastern staff ot 
politan several years ago, Mr. 
itt was on the staff of Delineator, 
ne food and cosmetic accounts. 
Brett was associated with 
ard-Nichols, Pacific coast mag- 
representatives, prior to join- 
the Hearst organization. Mr. 
has heen a member of the East- 
Stall of Harpers Bazaar for tour 
@ half vears. 


— 
_— 


Chatelaine 
A Magazine for Canadian Womea 
481 University Avenue, Toronto 


Branch Offices: 
Montreal, New York, Chicago 


Joins Benton & Bowles 
rhillip Newell, formerly on the 
Y stat! of Lord & Thomas, New 
joined Benton & Bowles, 
ew York, as a writer. 


} , 
5 A. Nas 


60 Days’ Grace 
On New Liquor 
Labeling Rule 


Washington, D. C., Oct. 25.—Yule- 
tide liquor will be no better or worse 
than that which has been on the 
market since repeal of prohibition, 
as the result of postponement of the 
blown-in-the-bottle rule, among 


others, by the United States Treas- 
ury and the Federal Alcohol Con- 
trol Administration. This regula- 


tion has been made effective Jan. 1 
instead of Nov. 1, permitting the liq- 
uor industry to reap the Christmas 
harvest before it sets about its re- 


labeling and repackaging tasks in an 
effort to foil bootleg operations. 

The Treasury ruling requires that 
identifying symbols be blown into 
the bottom or body of liquor bot- 
tles. These figures will indicate the 
manufacturer’s permit number, the 
last numeral of which shows the year 


of manufacture. Another symbol 
will represent the name of the dis- 
tiller, importer, rectifier or whole- 


saler who procures the bottle. Blown 
into the bottle shoulder also will be 


a warning that re-use of the bottle 
is illegal. 
The pestponement was made, it 


was explained, to save the trade loss 
on bottle commitments made before 
the order took effect. Other bot- 
tling and labeling requirements also 
have been postponed until Jan. 1. 


Station WOC Starts 


in Davenport, la. 


Station KICK, Carter Lake, Ia.. 
has been purchased by the Palmer 
School of Chiropractic, Davenport, 


and will go on the air from that city 
Nov. 11 as WOC, on a frequency of 

370 kilocycles, affiliated with th: 
Columbia Broadcasting System. 

D. D. Palmer, manager of the 
Palmer School and vice-president of 
the Central Broadcasting Company. 
will be in charge. James Clark will 
be manager of the new station, and 
Clark Luther, formerly with WHO. 
Des Moines, will be sales manager. 


Duffes in New Post 
Kenneth S. Duffes, formerly with 
Lord & Thomas, New York, has joined 
Addison Vars, Ine., Buffalo, N. Y. 


keen buyers recognize 
in their choice of magazines 


TOTAL NET PAID 


“4 


a 
eee 


*eetene 


latest available publisher's statements. 


“s 


CIRCULATION "IN CANADA" 
Largest Net Paid circulation "in Canada" first six months of 1934: 


Average Net Paid first six months of 1934==210,396—as shown by the 


averaging hundreds of copies per issue over the next largest. 


3 


BRITISH EMPIRE CIRCULATION 


Largest Empire circulation of any Canadian magazine—unsolicited 


subscriptions of extra value in view of expanding Empire Trade. 


MILLINE VALUE 


4 


Delivered page-per-thousand rate of $4.99—minimum milline rate of 


$7.1 3—the lowest of any monthly magazine published in Canada. 


LINEAGE INCREASE 


5 


The largest lineage increase of any Canadian magazine in 1934:— 


eleven months gain of 49,397 lines, or 25.1 7°, over same months, 1933. 


> These are average figures for the six months’ period—not a peak issue. 
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UNITED CHEERS 
BOEING VICTORY 
IN AIR CLASSIC 


Chicago, Oct. 25..—United Air | 
Lines gave its regular newspaper | 
copy a timely twist this week by de- | 
voting space to a tribute to the 
American team which finished third 
in the London-Melbourne air race | 
which usurped the headlines for sev- | 
eral days. 

The copy, appearing in Chicago, 
New York and other key cities where 
United advertises regularly, cleverly 
stressed the safety and speed of 
Boeing planes without detracting 
from the ability of the two pilots. 

“All credit to those masterful men 
at the controls,” said one paragraph. 
“Even a Boeing doesn’t know the 
way to Australia by itself.” 


This key was maintained by the 
headlines which said, “With only 
some gas and oil, Turner and Pang- 
born could start back today!” 

The task of making American busi- 
ness men more air minded was 
begun with a comment about the 
Boeing plane, described as “pretty 
commonplace to us.” The copy con- 
tinued: 


Draws a Parallel 


“Its 60 sisters have flown twenty 
million miles, carrying you and your 
mail and packages over the moun- 
tains and lakes and plains of 
America. With this difference: 

“You fly lighted airways, on radio 
beams, with fresh crews every few 
hundred miles. 

“Your Boeing is inspected, checked 
and serviced by expert mechanics at 
every stage. Turner and Pangborn 
went the whole way—four times as 
far as New York to California. So 
did their ship—with no servicing.” 


The final paragraph referred to the 


ATTRACTS ATTENTION ON ATLANTIC CITY'S BOARDWALK 
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Giant spectacular for Frankfort Distilleries erected on Million Dollar Pier, Atlantic City, by R. C. Max- 


well Company. The display, which is 50 feet high and 100 feet long overall, commands attention from 


a half-mile stretch on the boardwalk. 


Boeing as a plane “that has proven 
its ability to take the world’s worst 
beating and like it.” It ended with 
the slogan, “Fly United.” 

The United account is handled by 
J. Walter Thompson Company. 


Hat Trade Unites 
in Derby Campaign 

Acting on a plan advanced by 
American Hatter, New York, hat 
stores throughout the country will 
coordinate their efforts in promoting 
National Derby Day Nov. 15. 

As one phase of the drive, the 
magazine has notified 500 news- 
papers, asking them to solicit tie-in 
copy. 


Kittell to WTAM 


Clyde Kittell, night program sup- 
ervisor for the National Broadcast- 
ing Company, New York, has been ap- 
pointed program director of WTAM, 
Cleveland, NBC owned and operated 
station. 


New Blade Is 
Introduced to 
Older Shavers 


New York, Oct. 25.—A new razor 
blade is being introduced by direct 
mail by the Madden Blade Corpora- 
tion, 330 W. 42nd St., which, employ- 
ing the name “Prescription,” stresses 
the need for hand craft in blade 
manufacture. 


There are two distinct markets for 
blades, J. J. Madden, president, 
states. One is the mass market 
wherein price is the main factor and 
which is successfully served by reg- 
ular manufacturers. The other is a 
small market of very exacting de- 
mands. 

The Madden blade is intended to 
solve the problem that comes with 


physical maturity, toughened beards 
and more tender skins. In youth, 
and even into the thirties, shaving 
difficulties, the firm sets forth, are 
practically non-existent. The beard 
is soft and the skin unsagging and 
unwrinkled, affording an excellent 
shaving surface. 

Each Madden Prescription blade, 
conceived with the idea of giving the 
man of 40 or more the carefree shaves 
of youth, is honed and stropped by 
hand, and inspected individually 
under a microscope. The price is 
$1.50 a dozen. 

In its direct mail, the company 
states that while a machine can make 
a good razor blade, rarely does it turn 
out a thousand consecutive blades of 
identical quality, for the slightest 
deviation from exact adjustment may 
result in an inferior blade. 

The company plans no immediate 
use of newspapers or magazines. The 
blade is being sold direct to the con- 


sumer. 


EXPANDED DRIVE 
ON FOR ZERONE 


New York, Oct. 25.—The first mag. 


azine advertising of Zerone, anjj. 
freeze product for automobile radia. 
tors, was run by E. I. duPont ge 
Nemours & Co. this week in the 
Saturday Evening Post. The con. 
pany plans a substantially large, 
campaign this year, using newspapers 


as well as a list of magazines. 

The product was introduced jy 
packages about two years ago. Last 
year, a large newspaper Ccampaigy 
featured the fluid. The newspaper 
campaign, employing the same theme 
as the magazine campaign, is agajy 
nation-wide. Newspaper copy will be 
released on the approach of freezing 
weather. 

Two-way radiator protection is the 
theme of the Zerone advertising. No 
only does it prevent freeze-ups, }y 
it also combats rusting. Another ap. 
peal is the price, which is but $1 , 
gallon. Batten, Barton, Durstine é 
Osborn, Inc., is the agency. 

This season, an additional protec. 
tion is given the buyers of packaged 
Zerone. The firm has adopted a 
round tamper-proof can of the kind 
used by motor oil companies and now 
quite familiar to the motorist. Last 
year, it was sold in a square can, 
The anti-freeze is also sold in bulk 
from drums. 

Zerone copy is built around eight 
points: protection against freezing 
at any temperature; protection in a 
clean cooling system against further 
rusting and corrosion; characteristic 
of not evaporating readily; the seal- 
ing in tamper-proof cans that prevent 
dilution and substitution; economy 
in low first cost and long life; odor 
not unpleasant; maintenance of 
cooling-plant efficiency in the auto- 
mobile; and the fact that it is an- 
other development of du Pont labora- 
tories. 


—leading The Toronto Star by less than 700 lines. 
these figures includes Star Weekly linage. 


By Far 


THE TORONTO DAILY STAR 


FAR’ 


in America in Total Advertising 


It published more advertising during August, 
1934, than any other 6-day newspaper in 
Canada or the United States 


v 


The Toronto Daily Star led all papers on the North Ameri- 
can continent in volume of advertising carried. 
includes classified advertising, and the records are those given 
by Editor & Publisher in their issue of September 2?, 1934. 


In addition to August, The Daily Star led all papers on the 
continent in two other months of this year, having a leadership, 
therefore, in three of the eight months to date. 


The total linage for the eight months shows the Washington 
Star—the only paper with more linage than The Toronto Star | 


The Toronto Daily Star, with its enormous circulation—by far 
the largest of any daily newspaper in Canada—and its low 
“milline” rate—lower than any other Canadian daily—is the 
best advertising “buy” on the market for selling everything 
from a can opener to a motor car. 


the 


This linage 


None of 


FIRS 


Wo 


Evening Newspapers Leading 


Advertising in their Respective Cities 


during the Month of August, 1934 


Newspaper 


Toronto Daily Star......1 
Washington Star... ... ... 
Pittsburgh Press............ 
Newark News......... 
Montreal Star............... 
| Detroit News.............. 
Brooklyn Eagle............... 
Baltimore Sun.......... 

Akron Beacon-Journal... 


eereee 
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Bin AMERICA 


= 


in Total 


Linage 


216,856 
1,162,012 
1,027,404 | 
945,216 | 
945,125 
944,971 
927,943 
920,075 
919,911 


THE TORONTO DAILY STAR 


Largest Daily Newspaper Circulation In Canada 
U.S. Representatives: Chas. H. Eddy Co., New York, Chicago, Boston. 
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(= FORUM CAFETERIAS 


The Forum Cafeterias, Kansas 

City, Mo., assert that all the one- 

time bride can save by slaving in 

the kitchen is 10 cents an hour, 

so why not dine in The Forum at 
least twice a week? 


NETWORK SALES 
CONTINUE GAIN: 
MAY SET RECORD 


Chicago, Oct. 25.—Sales of net- 
work time during September con- 
tinued far in advance of last year, 
indicating that the two major net- 
works will complete 1934 with a 
sales record well above that of 1933, 
and closely approaching, if not ac- 
tually passing, the record year of 
1932, when total time sales aggre- 
gated $39,106,776. 

Sales on both NBC and CBS net- 
during September totalled 
$2,560,657, according to National Ad- 
vertising Records, compared with $2, 
122.809 for last September. The 
wal for the first nine months of 
184 is $29,303,101, compared with 
11,097,375 for the same period in 
33, and $30,005,614 for the first 
tine months of 1932. 


works 


National Broadcasting Company's | 


‘hare for September was $1,860,166, 
nd for the first nine months, $19,- 
186,903, For the same _ periods, 
olumbia’s billing was $700,491 and 
‘9.716,198, 

More than one-fifth of network rev- 
iue now comes from daytime pro- 
sams, National Advertising Rec- 
rds’ figures reveal, with this type 
f program accounting for $526,382 
of the September revenue and even- 
ing programs accounting for $2,024,- 
Largest user of network time dur- 
ng the month was Standard Brands, 
nc., Which spent $138,817 for chain 
lime. A close second was Colgate- 
Palmolive-Peet Company, whose ex- 
venditure aggregated $128,761. 
Others who spent $50,000 or more 
‘cor time during September include: 
Ford Dealers, $95,655; General 
‘oods Corporation, $82,606; General 
Mills, Ine., $62,382; Gillette Safety 
hazor Company, $93,646; Kraft-Phe- 
ux Cheese Corporation, $53,482; 
ady Esther Company, $78,356; Pep- 
‘odent Company, $88,638; Procter & 
amble Company, $109,106; Wasey 
‘toduects, Inc., $83,993. 


Utilities Name Houck 


The East Tennessee Light & Power 
mpany, Bristol, Va., and the Ten- 
“ssee Eastern Electric Company, 
‘ve appointed Houck & Co., Roa- 
“ke, Va., agency, to handle their 
‘Vertising. Newspapers and direct 
‘il are being used. 


New Dromedary Packs 

Dromedary orange and grapefruit 
‘nd and Dromedary orange and 
“apetruit juice blend have been 


“ed to the line of food products 
ked by Hills Brothers Company, 
‘W York, 


Post Alumni to Meet 


The sixth annual meeting and 

‘ner of the New York Evening Post 

“Umni Association will be held at 
Wn Hall Club, 123 West 43d St., 
¥. 16, at 6:15 p. m. 


Join Fawn Studios 
Carl Setterberg, Chicago illustrator, 
has joined the Detroit staff of Fawn 
Art Studios, Inc. Langley W. Colton, 
formerly of the Jam Handy Corpora- 
tion, A. F. Plate and Ralph Harrison 
are new additions in the same office. 


Sponsors Lectures 
The Women’s Advertising Club of 
Cleveland is sponsoring a lecture 
course by Dr. Louis J. Karnosh, chief 
of the psychiatric department at the 
City Hospital, which started Oct. 25. 


Talks to Dotted Liners 

J. H. Wright, vice-president and 
general manager, Chicago office, Bat- 
ten, Barton, Durstine & Osborn, Inc., 
will address the Dotted Line Club of 
Chicago Nov. 5, speaking on “How 
We Use Business Paper Advertising.” 


Record Sales 
Soar As Copy 


Gets Results 


'graph records this year is said to be | 


New York, Oct. 25.—So successful 
has been the response to the initial 


advertising of Decca Records, Inc., | 


which is featuring exclusively such 


popular artists as Bing Crosby, Ted | 


Lewis and the Mills Brothers on 


The first copy appeared Oct. 19 in | 


metropolitan newspapers in New 
York, Boston and Philadelphia. 


As | 


Its recordings feature the 
work of prominent artists 
chestras and the latest hit 


exclusive 
and or- 
songs. 


distribution is increased, copy will |The discs are of the same materials 


appear in other cities. 
The outlook for the sale of phono- 


greatly improved. With the quantity 
Decca expects to sell before the end 
of the year, the total volume for the 
country is expected to 


|Capelle Joins 


mount to} 
about 31,000,000 discs which will be 
more than a 100 per cent improve- | 


las those of the higher price, it is 
claimed. 
The advertising is directed by 


Ruthrauff & Ryan, Inc. 


Fuller & Smith 


Oliver B. Capelle, who was for- 


35-cent phonograph records, that the | Ment over 1933 when 15,000,000 were |merly with the Perfection Stove 


copy scheduled for this week had to| sold. 


be postponed. 


It is expected that the supply will| im the future by new type merchan- | 


Whether the 1928 


be increased immediately and that | ising is a question. This year’s ex- 


distribution will reach Chicago by 


perience gives reason for a feeling | 


the first week of November and the | Of encouragement. 


Pacific coast about two weeks later. | 


all-time |Company and prior to that advertis- 
‘record of 150,000,000 may be reached |ing manager for Premium Vacuum 
Cleaners, has joined Fuller & Smith 
& Ross, Inc., Cleveland, on the West- 
inghouse account, 


The agency has expanded its offices 


in the Bulkley Bldg. to include most 


Decca Records, Inc., is a new firm. | of the eighth floor. 


in DEPARTMENT STORE ADVERTISING 
among evening newspapers 


There are 1531 evening newspapers in the United States and 
Philadelphia’s EVENING LEDGER leads them all in Department 
Store advertising volume . . . a steady, result-producing progress 
from TWENTY-FIRST PLACE in 1931 to FIRST PLACE today. 


FIRST IN PHILADELPHIA in retail display advertising 


For the first 9 months of this year, the EVENING LEDGER published MORE 
retail display advertising than any other Philadelphia newspaper—six-day evening 
or seven-day morning and Sunday. 


FIRST IN PHILADELPHIA in total display advertising 


During this same period, the EVENING LEDGER’S volume of Total Display 
Advertising was greater than that of any other Philadelphia newspaper. 


FIRST IN PHILADELPHIA among evening newspapers in NEWS 


Day in and day out the EVENING LEDGER publishes more news and more 


features than any other evening newspaper in Philadelphia. 


It is the only eve- 


ning newspaper in Philadelphia publishing the dispatches of the world’s two 
greatest news-gathering organizations—the Associated Press and the United Press. 


The EVENING LEDGER'S outstanding leadership in news and advertising 
means MORE money-saving opportunities for its readers. To the advertiser it 


offers, unquestionably, the biggest dollar-for-dollar advertising value in Philadelphia. 


EVENING PUBLIC LEDGER 


More news for readers....more sales for advertisers 


REPRESENTATIVES 


NEW YORK,— Hugh Burke 
60 E. 42nd Street Murray Hil! 2-1900 


ll 


CHICAGO, — John E. Lutz 
180 North Michigan Avenue 
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ADVERTISING AGE 


October 27, 


Milwaukee Club 


. 

Revamps Magazine 

“The Torch,” official organ of the 

Milwaukee Advertising Club, for- 

merly a bi-weekly, four-page publica- 

tion in one color, has blossomed out | 

as an attractive monthly publication | 
printed in two colors. 

With the October issue, the 

in its new format, the paper 

troduced a unique idea by 


sain | 
has in- 
enclosing | 


a block of small stickers, reading 
Please credit the ‘Torch’ for this |! 
order,’ which are designed for use 


when orders or 

advertisers. 
Roy A. 

paper 


inquiries are sent to 


Franke is editor of the 


DOers 


The men who do things are the 


men who buy things. 
The 
great construction industry 


the 


read 


men who do things in 


Engineering News-Record to get 
contracts. The big and those not 
so big construction jobs about to 
be let, proposed and contracted 
for are reported here each week 
by 12 


the 


5 correspondents located in 


strategic construction cen- 
ters of the United States and 
Canada. It’s profitable reading 


for doers. It means business. . . 


employment... orders. 


These projects demand the best 
in equipment, materials and sup- 
And in the 
pages of this same publication 
the look 
turers who can furnish the equip- 
ment and materials they need to 
discharge their contracts. 


plies. advertising 


readers for manutac- 


Engineering News-Record is a 
to 


Its editorial and 


service for doers use—tfrom 


cover to cover. 


news pages show where and 


how; its advertising pages what 


with. 


ENGINEERING 
NEWS -RECORD 


CONSTRUCTION 
METHODS — 


heats in 


COIN-IN-BOTTLE | 
IS ADOPTED FOR 
CAPITOL WHISKY 


New York, Oct. 25. Breaking 
bottles will become a money making 
scheme as well as a method of aiding 
collection of regular taxes when 
Capitol Distributors Corporation gets 
its new Cosmopolitan Club blended 
whisky on to bars and into stores, 
for in the glass of each bottle will be 
‘imbedded either a nickel or a dime. 

The company chose this way of 
gaining widespread compliance with 
ithe law requiring destruction of 
whisky bottles after use. The temp- 
tation to earn the nickel in pint 
bottles and dime in quart bottles is 
expected to be so great that no bar 
|tender or consumer will leave a Cos- 
mopolitan Club bottle unbroken long 
after the last drop has gone. 

By using the package, Capitol Dis- 
tributors Corporation expects” to 
build business, being assured that its 
bottles will not be refilled, to the 
firm’s detriment and the public’s be- 
| trayal, by bootleggers. 


Uses Metal Label 


The bottle is made by the Knox 
Bottle Works, Oil City, Pa. It is said 
to have the approval of the Treas- 


ury Department and may be used 
later by other legitimate factors in 
‘the industry. At present, Capitol 


Distributors plan to use it only 
| this one brand. 
_ An additional protection to Cosmo- 
politan brand is afforded in an imi- 
| tation-proof metal label done in two 
colors. Recent investigations, the 
company states, revealed an alarm- 
‘ingly high number of forgeries of 
printed labels. Cosmopolitan’s label 
\is produced by the Reynolds Metals 
Company. 
| The coin bottle will be introduced 
with the use of large space in New 
| York newspapers about Nov. 1, when 
65 salesmen will have completed dis- 
|tribution in this market. Chicago 
iand New Orleans are slated as the 
|next cities in which a concentrated 
‘drive for Cosmopolitan Club will be 
staged. 
Platt-Forbes, 


Trades Club 


Announces Meeting 
The first fall meeting of the Art in 
Trades Club will be held at 8:15 p. m., 
| Oct. 30, at the club quarters, Hotel 
Lombardy, New York. 
There will be a discussion on cur- 


on 


Inc., is the agency. 


lfrent fluctuations in industrial design 
led by Walter Darwin Teague and 
| Gerald C. Johnson. Admission is 


| free. 


ABS Issues Rate Card 

American Broadcasting System, 
Inc., New York, has issued a rate 
card listing complete network cover- 
uge of 17 markets at an hourly rate 
ot $2,760 for evening time. 


iving in New York? 


Check on the merits of the Prince George Hotel. 


Lots of advertising people stay here. 


will like it, too. 


Perhaps you 


® Convenient—Five minutes to Grand Central by 


subway. 


® Complete—1000 rooms with bath. 5 restaurants. 
Tap room. Radio rooms. Sun roof. Library. 
@® Environment—Visit us and see what we mean. 


® Economical—Daily 


rates—room 


with private 


bath for one from $2; for two from $3. 


Monthly rates from 
bath. 


$45 for room and private 


Meals range from .40. 


Send for new booklet 


PRINCE GEORGE HOTEL 


27th to 28th Streets | 


Alburn M. Gutterson, Manager 


just off Fifth Avenue) 


New York 


HELPING BARBERS 


Rid Yourself of Dandruff 


During “Look Well” Week 
October 22nd to 27th 


FREE 


FITCH SHAMPOO 
or Fitch Massage 


With Each 
HAIR CUT and SHAVE 
* 


At All Master Barber Shops Displaying 
“Look Well” Week Posters in Window 


Sponsored by Master Barbers’ Association of Chicago 


Two-column newspaper copy which 
Fitch ran in Chicago this week in 
conjunction with the local barbers. 


Fitch Helping 
Barber Shops 
To Trade Up 


Chicago, Oct. 25.—With the aid of 
the F. W. Fitch Company, Des 
Moines, Ia., the Master Barbers’ As- 


sociation of Chicago this week en- 
deavored to revive an appreciation 
of the luxuries offered by the barber 
shop. The association signed 168- 
line space in local dailies to offer 
a free Fitch shampoo or massage 
with every hair-cut and shave. 

Establishments ready to fulfill this 
offer were identified by “Look Well” 
week posters in their windows. Cost 
of newspaper space and other pro- 
motion was borne by the Des Moines 
company. If the effort proves suc- 
cessful, the plan will be extended to 
other cities. The cost to barbers 
was reduced by a special deal. 

The barber shop, according to of- 
ficers of the Master Barbers’ Asso- 
ciation, has fared even worse than 
other “luxuries” during the depres- 
sion. The man who used to while 
away a pleasant hour or two every 
morning in the barber shop during 
the bright days of 1929 bought him- 
self a safety razor early in 1930, 
that he would have more time to 
spend pursuing the elusive order. 

The average man now buys an oc- 
casional hair-cut with great reluct- 
ance and ignores the suggestion that 
a shampoo might stem that rising 
hair line. Even a shoe shine has 
been hard to sell, the barbers aver, 
while manicures have been forced 
to seek other means of making a 
living. 


so 


Price Provisions of 


Optical Code Stayed 
The NRA has lifted its suspension 
of the trade practice rules of the 
optical retail trade code but stayed 
indefinitely the sections which would 
prohibit price advertising of eye- 
glasses, lay stringent regulations on 
price advertising of eyeglass frames 
and forbid advertising any price as a 
down payment or installment pay- 
ment on eveglasses. 


The code authority is directed to 
| make recommendations on these 
stayed sections of the code within 
six months. 


The deputy administrator in charge 
of the code informed the NRA board 


that the price features “place an 
undue restriction upon a method of 
doing business not in itself bad. 


Abuses of the right to advertise 
prices of glasses should be corrected, 
and it is the function of a code to 
correct them; but it is not proper to 
do so by eliminating the method of 
jmerchandising entirely.” 


‘National Studios 
| Adds to Personnel 


| Miss Jule Bauch 
pointed vice-president 
assistant of National Studios, Ine., 
New York. H. H. Warren has been 
named vice-president and sales man- 
ager. 

Merlin Lewis and James 
have been added to the 
and Harold Stein has 
studio director. 


has been ap- 
and executive 


A. Watson 
sales staff, 
been made 


American vs. 
English Ale 
Issue in West 


San Francisco, Cal., Oct. 25. 
Whether patriotism or tradition gov- 
erns the consumer of ale will be de- 
termined by a highly competitive 
situation which has developed here | 
between the Ranier Brewing Com- 
pany, of San Francisco, and the 
Golden West Brewing Company, of | 
Oakland. 

Ranier is introducing its new prod- 
uct, Ranier Old Stock ale, with a 
purely American background, featur- 
ing such typically Yankee subjects 
as the pioneers of 1849. This is in 
startling contrast to the campaign 
for Golden Glow ale, which took ad- 
vantage of the prestige which has | 
long attached to the English prod- 
uct by giving its copy the British | 
stamp, even employing Old English 
type to put over the point. 

Both advertisers are using color 
lavishly. Lord & Thomas developed | 
the pioneer theme for Ranier, while 
Emil Reinhardt Advertising Agency | 
is employing the English motif. 

Ranier is employing an additional | 
weapon by advertising every bottle | 
of its ale as “brew-dated.” “Know, 
as you taste this delicious beverage,” 
runs the copy, “exactly how old it | 
is. And see what mellowness, what 
rich full flavor this lengthy ageing 
provides.” 

Against this enticing argument, 
Golden Glow is telling serious drink- 
ers that “you'll have to hark back to 
Merrie England to equal it.” And it 
meets the representations of the op- 
position by asserting that “Golden 
Glow Ale is brewed and aged like 
British ales of old.” 


To Show How 
U. S. Employes 
Spend Income 


Washington, D. C., Oct. 25.—A de- 
tailed statistical survey, showing 
how government workers spend their 
income, is to be published shortly 
by the U. S. Labor Department, it 
has been revealed here. The com- 
pilation of the report has been in 
progress since mid-summer. The 
period covered is between July 1, 1932 
and June 30, 1933 

In a preliminary summary covering 
approximately 500 cases of incomes 
ranging between $1,500 and $2,000 a | 
year, it is shown that married women | 
buy more freely of cigarettes than 
single women. The average sum 
spent by the former for this product | 
is $39.79 while for the latter it is 
$19.41. 

Within the wage classification of 
$1,500 and $2,000 a year, it was in-| 
dicated that such automobiles as were | 
purchased were cars, and that | 
rebuilt radios were more often bought 
than new ones. 


used 


Single women are shown to have 
spent an average of $10 a vear for 
movies. Single men however, re- 


ported an average of $28.97. 


Clothes constituted the largest item 


in the budget, with the expenditure 
for silk hose averaging $11.89. Aver- 
age cleaning costs were $11.51: and 


the average spent by women for even- 


ing gowns was $27.75. 


° 
Loewy Agency Wins 
° 
Suit from C. of C. 

Litigation which has been under 
Way since 1932 resulted in a decision 
in the Brooklyn Central Jury Court | 
last week, whereby Loewy Advertis: | 
ing Agency, New York, was awarded 
its claim for the cost of newspaper 
and magazine advertising placed by 
it for the Chamber of Commerce of 
Fleischmanns, N. Y. 

The suit was instituted when the 
client refused to pay for the adver- 
tising because it claimed that the in- 
dividual members of its unineorpor- 
ated association were not liable for 
advertising debts incurred by the 
officers. 

The treasury fund being insufficient 
to pay the debt, the jury held that 
the individual members of the as- 
sociation were personally liable to 
the agency. and judgment for $662 
Was rendered. 


Yas | eis 


““Nation’s Business is very 
useful and helpful. I look 
forward with pleasure to its 
receipt each month.” 


A. I. APPLETON, 
Pres, 

Appleton Electric Co, 
Chicago 


MR. APPLETON, a sub- 
scriber since 1927, is one 
of the 31,050 executives 
who receive Nation’s Busi- 
ness because of member- 
ship in the United States 
Chamber of Commerce. 
The membership sub- 
scribers, originally the 
only subscribers, now con- 
stitute 12°7, of the total net 
paid circulationof 253,227. 


MOVE “NEXT Door’ 


Use AIR EXPRESS to 
put plans, portfolios, in 
clients’ or prospects’ 
hands overnight ! 


NEW LOW RATES 
NOW IN EFFECT 


Express carried in high- 
speed multi-motor passen- 
ger planes. One express 
receipt covers Nation-wide 
Air, Air-Rail Service. Ship 
prepaid, Collect, or C. O. D, 


Phone 


AIR EXPRESS piv. o 


RAILWAY EXPRESS AGENC! 


for free pick-ups, rates and information 
or any United Air Lines or 
Western Union Office 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPAN? 
1333 SOUTH WABASH AVENUE, CHICAGO 

Telephone Calumet 7200 


i 


How come five plants? 


FAST 


service, son! 


PHOTOSTATS 


ee eine 
RAPID COPY SERVICE| 


{Vanderbilt 3-3680 
entails ) For All Branches 


Cleveland: Main 9335 
(State 6013-4 


Chicago 


|State 5980-1 
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romps 
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now carries by far 
the largest adver- 
tising lineage of 
any advertising 
publication 
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OIL COMPANIES 
BACK MICHIGAN 
TAX REDUCTION 


8) 


oil 


Mich., 
companies 

front this 
newspaper 


Oct. 25 Thirteen 
united 
state-wide 


detinite 


troit, 
presented a 

in a 
to pledge 


week 
drive 


savings to motorists, if the gasoline 
tax amendment on the Nov. 6 bal- 
lot, providing for a reduction in the 
tax, is adopted 

The campaign, employing 810-line 
copy, was launched principally to 
refute many rumors to the effect 
that oil companies, instead of pass- 
ing savings effected by the reduc- 


tion of the tax on to the public. would 


retain the money for themselves. 
The net result, according to the 
automobile clubs sponsoring the 


amendment, has’ been a general lack 


SHORT WAVE RADIO} | 


RADIO'S FOREMOST 


MAGAZINE 
CIRCULATION 


| PUBLISHER'S STATEMENT 


| to A.B. C. tor 6 MONTHS 
PERIOD ENDING JUNE 30, 1934, 


| MIDWESTERN | 
REPRESENTATIVE | 
Virgil Malcher 
205 W. Wacker Dr. 
Chicago, LI]. 
Tel. Randolph 7100 


ADVERTISING — 
| MANAGEMENT 
'H.D. Crippen wW. P. Jeffery 

461-8th Ave., New York, N. Y. 


| 
Tel. Bryant 9-3142 
— | 


i Sun 


voters and a lack 
of vari- 
ordinarily 
to such a 


of interest among 
f cooperation on the part 
agencies that could 


valuable support 


ous 
render 
move 

Under the headlines “Oil Com- 
panies Pledge to pass on the saving 
to Michigan If Gas Taz 
Amendment Adopted,” the com- 
the placed 
with following 


motorists 
Is 
refute 

them 


charges 


the 


panies 
against 
pledge 
Will be 
amount the tax reduction 
nt the amendment 
No. 2 on the Nov. 6 
effective 


“Casoline 
the full 
the n 
(Amendment 
ballot) 

The oil signing the 
pledge included Cities Service Com- 


prices 
of 


(itll ¢ 


becomes 


companies 


pany, Gulf Refining Company, Lin- 
coln Oil Refining Company, Na- 
tional Refining Company, Phillips 


Petroleum Company, Pure Oil Com- 
pany, Shell Petroleum Corporation, 
Standard Oil Company (Indiana), 
Oil Company, The Texas Com- 
pany, Theisen-Clemens Company, 
Wadhams Oil Company and White 
Star Refining Company. 


Loveland Represents 
New Comic Syndicate 


kdwin B. Loveland, for many years 
advertising manager of Stanco, Inc., 
and more recently an agency execu- 


tive, has organized National Comic- 
Advertising Syndicate, 67 W. 44th 
St.. New York, as national repre- 


| sentatives for several advertising me- 


| torial 


| Way 


| diums 


and editorial services. 

A new medium included in the 
group is Color Comic Weekly, a syn- 
dicated comic section to be distrib- 
uted weekly through 38 Negro news- 
papers. Colored characters and Ne- 
vro artists are used exclusively. 

National Comic-Advertising Syndi- 
cate also represents Stanton Feature 
Service, Fashion News Service, Edi- 
Cartoon Service, Educational 
Series and News Releases. 


Day Dies at Boston 
Ndgar M. Day, prior to retirement 
in 1926 director of Bullinger’s Guide, 
published by the New England Rail- 
Publishing Company, died Oct. 
23 in Boston at the age of 75. He was 
connected with several New England 


newspapers as an advertising execu- | 
tive before joining Bullinger’s Guide | 


in 1906, 


ANNOUNCIN 


T E FIRST 


Reg. U 


NOVEMBER, 


IiSSUE O 


S. Pat. OFF 


1934 


A new monthly publication, guaranteeing to ad- 


vertisers COMPLETE coverage of the most pro- 


ductive areas of America’s Number One Rural 


Market —with 2,000,000 controlled circulation. 


Breakdown on request 


Maurice V. Reynolds, Publisher e George Martin, Editorial Director 
John M. Wyatt, Director of Advertising e RURAL PROGRESS, Inc. 


¢ Editorial Offices, 22 West 


Monroe Street, Chicago, Illinois 


Executive Advertising Offices, 202 East 44th Street, New York City 


reduced | 


CALDWELL URGES 
GOVERNMENT TO 
AID TELEVISION 


New York, Oct. 25.-— Believing 
|}that active development of television 
would much to forward recovery, 
'O. H. Caldwell, editor of Electronics, 
McGraw-Hill publication, suggested 
that the government come to the aid 
of this infant industry. Mr. Caldwell 


do 


is a former member of the Federal 
Radio Commission. 
“To provide television programs 


throughout the country would re- 
| quire an initial investment estimated 
at fifty to two hundred million dol- 
lars more,” Dr. Caldwell stated. 
“This sum seems staggering to pri- 
|vate capital, but to a government 


j}that is handing out billions for pur- | 


| poses thai seem less constructive, 
jeven $200,000,000 for television is not 
| unthinkable. 

| “Television transmitters really 
have a sounder claim to government 
financing, in the present unemploy- 
ment situation, than do many other 
enterprises that have received 
erous federal aid. For each tele- 
vision transmitter built will be the 
means of initiating the manufacture 
of thousands of television receivers, 
involving starting up factories, re- 


storing employment, and injecting 
Vast new impetus into the lagging 
machine of national business.  In- 
deed, television may be the long- 


of the depression. 


“From a social and governmental 


| nationwide 


television are tremend- | 
ous. What would it mean, for ex- 
ample, to further national unity of 


thought and purpose, if at the time 
jot the President’s delightful fireside 
|chats, he could be seen well 
heard? 


as as 


Financing Receiver Sale 


“But how many homes will pur- 
chase television receivers at $200 to 
| $300 apiece, under present conditions, 
‘one naturally asks. Already a pa- 
ternally-minded government has pro- 
vided tor financing these television 
| receivers, under the terms of its 
| Tennessee Valley Authority, which is 
|empowered to make long-term loans 
for the purchase of home electrical 
appliances, and at the discretion of its 
| directors, to make such loans avail- 
able to citizens in all parts of the 
;country. Thus the New Dealers solve 
|the problem of aiding the customer 
| to buy. 

“To many conservative radio and 
|electrical men, this picture of wide- 


|spread government aid to our new 
|infant prodigy of television, will 
;seem repugnant. But other less 


worthy causes have already sought 
federal aid and have prospered. If 
nationwide television can come only 
with government aid, perhaps scru- 
| ples of old-time rugged individualism 
must be forgotten, and this 1935 
| miracle of ours be ushered in by new- 
| deal financial methods. 


“At all events,” Dr. Caldwell con- 


| 
| cluded, “television, large in its em- | 


ployment possibilties, is now ‘waiting 
at the gate’ of a world that has long 
|}sought a new industry to pull 


| . 2 ” 
}out of the depression. 


| Adventure Society 
| Publishes Monthly 


Publication of the monthly maga- 


| zine, Saga, under the auspices of the) 


Adventure Society, New York, will 
begin with the February, 1935, issue. 

Chaimers L. Pancoast, formerly an 
advertising executive with national 
magazines and metropolitan newspa- 
pers, has been named advertising di- 


rector. His offices are at 240 Madi- 
}son Ave, 
Lowell Thomas, editor, announces 


editorial contents will be devoted ex- 
clusively to real adventure stories. 


Vick Enlarges Drive 

The Vick Chemical Company, 
yreensboro, N. C., will conduct this 
winter the largest drive in its his- 
tory. The advertising program will 
represent a 25 per cent increase over 
last year, and newspapers will be the 
'chief medium. 


gen- | 


sought ‘new industry’ to pull us out | 


|standpoint alone, the implications of | 


it | 


Golden State 
Dairies’ Copy 
| Captures Prize 


Cleveland, O., Oct. 25.—California 
took first honors for advertising and 
merchandising promotion methods at 
the seventh annual exhibition of the 
International Association of Milk 
Dealers this week when the award 


went to Golden State Ltd. Dairies 
of San Francisco, clients of N. W. 
Ayer & Son, Inc., of Philadelphia, 


for the best advertising campaign by 
any milk company. It was the as- 
sociation’s fourth annual contest. 

The unique campaign which Ayer 
prepared for Golden State featured 
large size newspaper space as its 
main attack and utilized for the first 
time milk bottles, newspapers and 
radio as joint carriers of the same 
advertising message. 

“Golden State Menu Flashes,” af- 
fixed to the necks of milk bottles as 
bottle collars and containing a menu, 
a recipe and up-to-the-minute infor- 
mation of arrivals in the San Fran- 
cisco market of foods, their prices, 
ete., formed the basis of the cam- 
ipaign. These menus were featured 
in the advertising and given on the 
air each Monday and Thursday morn- 
ing, prior to their appearance on bot- 
tle collars Tuesday and _ Friday 
mornings. 

Merchants seized the opportunity 
|to feature foods recommended as 
ltimely ingredients for the bottle col- 
ilar menus. Housewives were per- 
|suaded by the recipes printed to use 
more milk in their cooking. 

A committee of the Cleveland Ad- 
|vertising Club, headed by C. H. Kell- 
\stadt of Sears, Roebuck & Co., served 
las a board of judges. 

Honorable mention went to Shef- 
\field Farms, Inc., of New York, also 


lan Ayer client; Borden Farm Prod- 
‘ucts Company, New York, a McCann- 
Erickson client, and the Bowman 
Dairy Company of Chicago, a client 
of the J. Walter Thompson Com- 
pany. 


Frank Harwood Joins 
Donahue & Coe 


Frank W. Harwood, who recently 
|resigned as vice-president of Lennen 
| & Mitchell, Inc., has joined Donahue 
& Coe, Inc., New York, as vice-presi- 
dent. 

Mr. Harwood had formerly been 
| with American Cigar Company and 
‘General Cigar Company, and was ad- 
| vertising manager and a director of 
ithe American Tobacco Company 
from 1922-28. 


Liquor Firm Picks 
Craven & Hedrick 

Craven & Hedrick, New York, have 
| been appointed by Cluff & Pickering, 
| Ltd., New York, liquor importers and 
| wholesalers. The client distributes 
products of Schenley, Seagram, Penn- 
Maryland and = other’ well-known 
| houses in the metropolitan area. 

Arthur Harris has joined the agen- 
|cy as account executive on this ac- 
count, 


Offers Thrills to Boys 
“Thrills of Tomorrow,” a new dra- 
matic series for boys, dealing with 
mechanical and scientific inventions, 
started under the spgnsorship of the 


A. C. Gilbert Company over NBC- 
| WEAF Friday Oct. 19 at 6 p. m.,, 
EST. 


Form Atherton-Grummett 

Frank Wilson Atherton, formerly 
with Animated Advertising Display 
|Company, and Paul G. Grummett of 
the Hath Studios, have formed Ather- 
ton-Grummett Company, 8544 Grand 
River Ave., Detroit, Mich. 


Big Push for Billiards 

Brunswick - Balke - Collender Com- 
pany will use magazines and news- 
papers of 600 cities throughout the 
country in a new campaign designed 
to popularize the playing of billiards. 


“Builder” C hanges Name 


Pacific Street €& Road Builder, San 
Francisco, has changed its name to 
Pacific Read Builder & Engineering 
Review. 


Insulite to E-W 
Erwin, Wasey & Co. have been 
appointed to place advertising of 
the Insulite Company, 


| of 


Minneapolis. | 


Rough Proofs 


Seagram’s is advertising that whic. 
key (with the “e”) is a luxury. [r, 
a luxury even when it is spelled ego. 
nomically without the ‘‘e.” 


7 FF F 


Newspaper conventions in Chicag 
last week were agitated because «g, 
many national advertisers are buying 
space at the local rates. And whey, 
the A. N. A. meets next month, jt. 
members will be agitated because gp 
many of them are not. Any way yoy 
take it, it’s a tough world. 


v — ¥ 

Outdoor advertising refuses to ae. 
cept liquor advertising on poster 
panels. But there are a few choice 
locations for painted bulletins stil! 
available, in case you’re interested, 


, F FF 


ADVERTISING AGE announced the 
acquisition of Photoplay by Macfad. 
den Publications on the front page 
of the October 20 issue, and Macfad- 
den Publications announced it in the 
same issue on an advertising page, 
The editors refuse to be scooped by 
the advertising department. 


7 FF F 


Phillips milk of magnesia, having 
worked hard to improve the inside of 
human anatomy, is now tackling the 
outside. But it’s admittedly a much 
harder job. 


v 7 F 
“Form institute to teach women 
Chinese cooking.” 
There’s a good chance that inci- 


dentally they’ll be able to find out a 
few things about American cooking. 


7, 


In spite of all the newspaper cook- 
ing schools and culinary departments 
in the magazines, the remedies for 
dyspepsia, indigestion and good, old- 
fashioned belly-ache continue to have 
an amazing sale. 


F 


Lucien Locke says the Ethyl poste 
showing the doctor racing the stork 
has been their most popular adver 
tisement. Obviously there should be 
a sequel showing who won the race 


7, v F 


One thing that committee studying 
the A. B. C. will be able to report 
without qualification is that during 
the past twenty years the only man 
who has been able to extricate the 
bureau from its numerous parlia 
mentary complications has been H. A 
Sprague, Esq., the sage of St. Joseph, 
Mo. 


7 FF 


Arthur Kudner says that advertis: 
ing has changed “from its first aspect 
of audacious adventure to its preset! 
one of calculated and dependable 
effect.” But to every new advertise! 
fortunately, there’s still the thrill of 
audacious adventure. 


7 ¥ F 


Some business men, says Rous! 
Proofs’ tavorite philosopher, Cheste! 
Lang, think they can stop advertisilé 
with the same impunity with which 
one puts away his straw hat. In 
punity, says you? He can’t put ! 
away till he pays for the privilesé by 
visiting his hatter. 


, YY F 


Readers accustomed to find on the 
picture page of ApverrTisixg At! 
occasional soothing bits of feminine 
pulechritude must have been shocket 
and dismayed to note the assortme? 
of hard-looking citizens labeled 4 
vertisers, agents and publishers who 
have occupied this favorite spot 
the past few issues. But editors hav 
learned that there’s nothing like ©°™ 
trast. 

v v v 


The boys on True Story are enjoy’ 
ing a trip to Bermuda as the res! 
having billed $2,500,000 in 19° 
Next year the publisher should make 
the objective Buenos Aires. 
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CONSUMER COPY 
PROVES VALUE 


TO FUR DYER 


inued from Page 1, Col. 3) 


something like this, “Hudson Seal 
Coats... $175. . Finest Skins,” 
During the test, the last phrase be- 
ame “A. Hollander & Son, Ince., 
Skins” or “Dyed by the famous A. 
Hollander & Son.” 

Beginning in August, Hollander 
has been using space in Good | 


Housekeeping, Woman's Home Com- | 


panion and Vogue, Since the first 
of that month, it has used small unit 
space in the newspapers of ten major 
cities. Insertions run twice a week 
and the newspaper campaign is 
slated to continue up to Jan. 20. 
One of its jobs is to explain a price 
difference. The process used by Hol- 
lander, a secret formula said to pro- 
duee a far better appearing and wear- 


Thorburn Appointed 


Following the resignation of Peter 


and publicity of the Bank of America, 
San Francisco, Donaldson B. Thor- 


act as advertising manager. 


‘“ ” . 

Story” Raises Rate 
To conform with its new circula- 
|tion guarantee of 30,400, Story Maga- 
zine, New York, has issued a new 


$250 a page. 


| “News-Herald” | Appeinte 


Mitchell-Ruddell-Rudden, Chicago 
| newspaper representatives, have been 
|appointed by the —- Ill., News- 
Herald, effective Nov. 


ing pelt, produces a price differential | 
it from 10 to 40 per cent on the raw | 


skin. So the national advertising 
is helping the retailer justify the 
cost and quality. 


The most outstanding proof of suc-. 


cess in the Hollander campaign lies 
n the retail advertising. Since Aug. 


1, 54 per cent of all the retail ad- | 


yertising of Hudson Seal garments 
has mentioned Hollander. A _ clip- 
ping service has been maintained 


covering all Hudson Seal advertis- | 


ing, the figure cited being obtained 
through this service. 


A New Approach 


A study has also been made by 
cities In some cases, eight out of 
nine retailers are now mentioning 
\. Hollander & Son in advertising 
their Hudson Seal garments. There 
have been over 600 requests for ma- 
terial such as logotypes, mats, copy, 


Michelson, manager of advertising | 


burn has been appointed head of that | 
department, and L. E. Townsend will | 


rate card, under which its rate is| 


| International Association of City 
|Managers at St. Louis that every 
city over 106,000 population employ 


| City Managers 
Given Lecture 


| 


|newspapers, but sometimes I get a 
Fort Worth. Tex., Oct. 25.—Pic- lot of things in the newspapers I 
tures of comely bathing beauties |@0n't Want published.” 
‘and waddling elephants, rose gar-| He proposed an annual budget 
dens and sewage disposal plants, | appropriation of about $20,000 to 
new schools and the proposed city |put on a newspaper 
hall and jail—these would confront |campaign to acquaint the 
| the startled taxpayer of this city |ers with their city. 


taxpay- 
“What the city | 


when he opened his newspaper if| government needs is some sensa- 
| City Manager G. D. Fairtrace could tional advertising like 
|carry out his idea for a campaign have,” he said. 


| 


cigarettes 


to sell the city government to the He ventured the 


opinion that 
people. 


there are thousands of residents of 
Mr. Fairtrace suggested to the/this city who never visited the huge 


a publicity director. He said, “I , 
|ments and services, or have a dis- 


O Ad never gi had any trouble getting 
n dvertising what wanted published in the | 


|be a good investment to tell them 


advertising | 


‘filter plant which purifies their 20,- 


000,000 gallons of water daily, and 
that many other persons are totally 
unfamiliar with many city depart- 


torted opinion of them. It would 
all about these things, he believes. 


To Dedicate KOA 


The new downtown studios and 
business offices of station KOA, Den- 


| ver, will be dedicated Dec. 15. $100,- 


|000 is being spent on modernization 
lof a six-story building. 


Thomas Joins Agency 


Harry Thomas has joined the San 
Francisco office of Erwin, Wasey & 


'Co., as account executive. 


ational Advertising Records made important improvements for the 


year 1934 and has maintained its enviable record for the accuracy, regu- 


posters and magazine advertising re- 


prints. 
Fur retailers and manufacturers 
years have toyed with the idea 
‘giving the consumer some simple 
rrdstick whereby to distinguish 
god and bad fur garments. At 
‘mes, local cooperative campaigns 
ive been undertaken. November 
llander copy represents an ad- 
vance along this line. 


“Furs—too—have their beauty se- | 
ets. The lasting beauty of your fur | 


larity and completeness of each issue. 


Recognition of this fact by Advertisers, Agencies and Publishers, as 


evidenced by an increased subscription revenue, has encouraged an ex- 


iat depends above all else on the. 


lressing and dyeing treatment given 
the skins,” it says. “Be sure that 
those in your coat have had the best. 
Especially, when choosing a Hudson 
Seal, look for the A. Hollander & Son 
samp on the label, tag or pelt. This 

your assurance that your fur has 
eceived the most skillful treatment 
known to science that its rich 
lack color is guaranteed for per- 
manence,” 


Offers Booklet 


The copy also explains that A. Hol- 
‘udev & Son do not manufacture fur 
ats, but are dyers. 
‘tiation of price due to quality of 
‘ltry, trimming, lining and work- 
‘auship and offers, by coupon, a 
vklet, “Black Beauty,” featuring 
vanced fashions in furs and ad- 
ce on how to care for them. An- 
‘her innovation is use and advertis- 
‘of the tag guaranteeing “the per- 
‘tence of the black color.” 


Ethyl Uses Film 


educational sound film to be re- 

sel about Nov. 1, showing the per- 

‘hance qualities of Ethyl gas, enti- 

“i. “Where Performance Counts,” is 

“te produced by Wilding Picture 

“(uctions, Ine., Detroit, for the 
(;asoline Corporation. 


Manages Atlanta Office 

Jax 

e of Devine-Tinney Corporation, 

‘Ushers’ representative, has been 

“te manager of the Atlanta office 
firm. 


Names Olmsted-Hewitt 


Associated Beauty Products, Min- 
‘Pols, has appointed Olmsted- 
“Witt, Ine. to direct a campaign 
tiring a slogan contest for Henna- 
‘ hair rinse. 


'y 


pansion program for 1935. 


New and important features will be added to the Service. We suggest 


that before contracting for any lineage service for the coming year you 


thoroughly investigate N.A.R. 


It mentions. 


k Hayes, of the New York of- | 


R 


Write for further details 


43 E. Ohio St. 
Chicago 


The Advertising Record Co., Inc. 


330 W. 42nd St. 
New York 


TIONAL ADVERTISING : 
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REPORT ISSUED 
ON INSURANCE 
WEEK CAMPAIGN 


|} audiences in schools, 


panies having broadcasting stations 
or broadcasting programs, or con- 
tributed by organizations out of 
recognition for the value of life in- 
surance to citizens of their communi- 
ties. Some of these broadcasts were 
of talks given at meetings. 

In 184 cities, addresses on 
financial independence were given 
Educational in nature, they reached 
clubs and civic 
Rotary, Kiwanis, 


—_ 
bdo 


groups, including 


In Richmond outdoor advertising ap- 
peared. Elsewhere, as in Milwaukee, 
lights flashed the message. 

A review of the committee’s ac- 
tivities showed that the preparation 
of the campaign and the laying of 
the groundwork enabling such wide- 
spread cooperation was no light 
task. The plan, in many meetings, 
outlined and machinery to 
operate it up, following which 
the committee set out to get the re- 


was 


set 


000 window idea folders; 130,000 
posters; 300,000 bulletin heads; and 
50,000 copies of each of two news- 
paper broadsides. 

Scheduling the newspaper adver- 
tisements, it appears, was an ardu- 
ous task, “probably the single most 
fatiguing assignment in the _ pro- 
gram,” according to the committee's 
report. The newspapers used 
were in 260 cities. There was a 
flood of letters and telegrams on 
why, when, what and where the ad- 
vertising was going to appear and 
“could they have quarter-pages in- 
stead of half-pages, and half-pages 
instead of quarter-pages; and would 
we just as soon run the advertising 


555 


in the News on Monday instead of 
the Gazette on Tuesday.” 
To tell what the committee was 


(Continued from Page 1, Col. 1) Lion and other bodies. In 48 cases, quired financing. 
bury and Oakland, Cal., special the record shows, ministers made The goal was $135,000 net. Actually 
spreads or special Financial Inde- reference to, or preached sermons $131,270 was obtained, which in- 
pendence Week pages were featured. | on, life insurance. cludes receipts from the sale of the 
All in all, thousands of under- These talks also were responsible booklet written by Bruce Barton, 
writers in 250 cities participated. for many of the 9,900 newspaper which was featured in the advertis- 
Furthermore, their enterprise was stories and editorials of which the ing and promotion. 
responsible for some important co- committee has evidence, in 1,249 Though only four different news- 
operation from banks. towns and cities. The total news paper advertisements were used, 
lineage represented in these stories more than 30 advertisements were | 
Banks Aid Drive was 851,816. prepared before the final copy was | 
A few of the cities where typical Underwriters themselves gained | accepted. | 
bank advertisements appeared were new enthusiasm to go out and fight Articles for the booklet of “talks” | 
Hartford, Richmond, Wilkes Barre, for the institution of life insurance was another important part of the | 
Rochester, N. Y.. Washington, At- at breakfasts, luncheons, dinners and campaign, inasmuch as it served as 
lanta, New Orleans, Hamilton, O.,| mass meetings in at least 181 cities, basic material for much of the tie-up | 
Bayonne, Mobile, Troy and Savan-| Which is the number reported, al- educational work which emerged at | 
nah. The bank copy pointed out that though there may have been more. meetings, in broadcasts, news “asides | 
the first step in creating an estate k ? and editorials. Posters, broadsides | 
is life Sha and urged letting Details of Committee’s Work and other details came into the work | 
the bank advise and help in laying Banners, outdoor signs and bal- schedule at this point. 
the “corner stone.” loons were brought into play by Preparation and supervision of the 
There were 360 radio broadcasts | some local underwriters. At Newark printing was a big item. All told, 
in 54 cities, all arranged by local and Atlanta large banners appeared 2,174,311 Bruce Barton booklets were 
underwriters, life insurance com- at the busiest street intersections. | printed; 50,000 “talks” folders; 25,- 
ee aneneneen f 
WE ARE CO-OPERATING 


TRUE APPRA 
OF AM 


ing new homes. 


119 West 40th Street 


Developed by Fu 


ISAL 
ARKET WITH 


GROWING PAINS 


Here are the reasons why the stage is set for profitable sales to owners build- 


Revival of private house building 


ing the decline in private house values and (2) liquefying the assets of the lending 
institutions which invest in home mortgages. These conditions have now been met 
ky the Home Owners Loan Corporation and the Federal Home Loan Bank System. 
The fear that home values would be governed by foreclosure prices rather than by 
normal economic factors has been removed and private capital is available for 
private house construction. 


The Real Property Inventory demonstrated the need for new houses. 
figures for the last four years, compared with population increases and with prop- 
erty losses by fire and depreciation, permit of no doubt that there is now in the 
making one of the largest housing shortages in our history. 
announcement will be made by the Federal Housing Administration, Titles il and 
Ill of the National Housing Act, dealing with financing of new residential building. 
This information is eagerly awaited by thousands and thousands of those who 


desire to build. 


REACH THEM WITH 
HOME OWNERS’ CATALOGS 


Get all the facts about this medium which has been de- 
veloped by F. W. Dodge Corporation, and which has been 
by such leaders as Crane Co., Masonite, Celotex, 
Congoleum-Nairn, 
Glass, Detroit Steel Products, Rolscreen, Libbey-Owens-Ford, 
Bryant Heater, Conover Dishwasher, Hoffman Specialty, Philip 
Carey Co., Kitchen Maid Corp., Lord & Burnham, Burnham 
Boiler, du Pont, Warren Webster, 
Weatherstrip, Modine Radiator, 
Dodge news gatherers locate the families about to build. We 
mail this beautiful, comprehensive volume immediately upon 
discovery of this actual buying power. 
logs in this manner, affords you the most effective and least 


"bought" 
Chase Brass & Copper, 


expensive way to sell these real 


HOME OWNERS’ CATALOGS 


New York, N. Y. 


Dodge Corporation 


was conditioned on (I) arrest- 


Building 


On November first 


Pittsburgh Plate 


Mayflower Wallpaper, Athey 
Mid West Brick, etc. 500 


Home Owners’ Cata- 


buyers. Get all the facts. 


doing and what the 150 or more sub- 
scribing companies were expected to 


do, 42 bulletins were issued. A 
proclamation was drafted and sub- 
mitted to governors in 48 states, in 
18 of which the governors cooperated 
by issuing them. 

At the last minute, the committee 
received a letter of commendation 


from President Roosevelt. In three 
days 185,000 facsimiles were printed 
and shipped to companies and 
ciations. 

The advertising agency retained by 
the committee was Richardson, Alley 
& Richards. 


aSsSo- 


Collegians Get 
Expert Advice 
On Advertising 


Chicago, Oct. 25.—In addressing 
the National College Press Associa- 


tion and the Associated College Press, 


holding their conventions at the 
Hotel LaSalle, Charles C. Young- 
green, executive vice-president of 


Reincke-Ellis-Younggreen & Finn, em- 
phasized the important part which 
advertising plays in the journalism 
of the country. 

“The days when an Addison could 
publish a Spectator, as a purely liter- 
ary production, without the aid of 
advertising,” he said, “have passed. 
And even in those days of literary 
effulgence, with an Addison at the 
helm, the Spectator lasted less than 
two years! 

“Without advertising there could 
be no modern journalism. It costs 25 
cents to put a Saturday Evening Post 
on the street, selling for five cents. 
And how many would buy it, even at 
that price, if it contained no adver- 
tising?” 

Mr. Younggreen gave the young 
publishers some good advice about ad- 
vertising and journalism as life ca- 
reers, pointing to the difficulties of 
business, but emphasizing the advan- 
tages which these vocations offer, 
even if regarded only as_ stepping 
stones to other activities. 


Federal Has Durkee 


Durkee Famous Foods, 
hurst, N. Y., Dunham's 
Durkee’s salad dressings, mayon- 
naise, shortenings, sauces, condi- 
ments and spices, has appointed Fed- 
eral Advertising Agency, Inc., New 
York. 


Osborne Joihs WCAE 


Nathan G. Osborne, formerly with 
the Chicago offices of National Broad- 
casting Company, has resigned as 
western manager of the Paul H. Ray- 
mer Company, Chicago effice, to be- 
come sales manager of WCAE, Inc., 
Pittsburgh. 


Ine., Elm- 
cocoanut, 


Liquor Firm Appoints 

Harter and Werner, New York, im- 
porters of fine cognac, have appointed 
Thomas H. Reese & Co., Inc. The first 
campaign will feature Empress Jose- 
phine Cognac, 1811 Reserve. 


Great Sleuth tii 


F.W. DODGE 


I 


CORPORATION 


| The Adventures of Sherlock 
| Holmes, sponsored by the maker of 
|G. Washington coffee, will return to 
| the air over an NBC-WJZ ~~ on 
Sunday, Nov. 11, at 4 p. , EST. 


“Times”  Buye KTBS 


| 
| 


The Shreveport, La., Times has 
purchased station KTBS, which is 
l}associated with the National Broad- | 


and which will con- 
on 1.000 watts. 


casting Company, 
‘tinue to operate 


Dailies Keep Be 
Ahead in Use 


Of Promotion 


Chicago, Oct. 25.—Promotiona} 
tivity in the advertising field 
greater in September than any 
vious month this year with the ey 
ception of June, an analysis of th 
advertising in the six general adyer 


al 
Was 


pre 


tising publications for last month, ye. 
leased today, indicates. 

The total for September was 
228,368 lines, an increase of 46,4] 
lines, or more than 25 per cent, as 
compared with August. In June the 


total was 235,172 lines. 
Newspapers continued to hold firs 


place in the volume of promotion. 
aggregating 74,522 lines, or approyj. 
mately 33 per cent of the total, as 


compared with 56,588 lines for maga. 
zines, Which accounted for 25 per 
cent of the total lineage published, 
Other 
sented 


classifications 
as follows: 
tions, 23,016 lines; 
duction, 14,252; radio, 10,332; adver. 
tising agencies, 9,520; paper, 8.336 
farm papers, 5,460; signs and dis. 
plays, 3,794; outdoor advertising, 
3,374. 

The publications whose lineage fig. 
ures were used in this analysis are 


were repre 
business publica. 
advertising pro. 


as follows: 

Lines 
Advertising Age CW.) veressss 101,766 
Advertising & Selling (b.w.).. 36,512 
Printers’ Ink Monthly........ 10,192 
Printers’ THR 0.) 0 se viaes 41,132 
Sales Management (b.w.)..... 18,772 
Tee CS px da anccees 5455-90 b 19,992 


Ou. Pm weary of long 
and long 
We're still here, 

the still 
Let's do our best. 


faces discus- 
sions, 
and public's 
there. 
I imagine that'll add up 
to prosperity quickern 
we think. 
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KAPID COPY SERVICE 


{ State 6013-4 
j State 5980-1 


Vanderbilt 3-3680 
NEW YORK For All Branches 


CHICAGO 


CLEVELAND Main 9335 


ey, tas. 


CONVENTION 
EXHIBITS 
Hitless P OT 


WINDOW DISPLAYS 
s 


DISPLAYS é 
EXHIBITS 


1160 CHATHAM CT. 
DIVERSEY O}20 
S ww c¢ A G@ @ 

$$ 
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JESS H STRIBLINC AND ASSOCIATES 


#25 NORTH MICHIGAN AVENUE + CHICAGO 


ADVERTIS!I No an 


CENTRAL 1590 _ 


Genuine = 
TYPED LETTERS | 
* Mail Advertising | 

| 


TANKS Service 


Send for Free Booklet— “Brass + one ig A 
817 Fifth Ave., Pittsburgh, Ps. Tiantic 
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Earnings of 
Advertisers 


Net profit of Libbey-Owens-Ford 
Glass Company for the first nine 
months of 1934 is reported as $2,819,- 
ae after deductions for deprecia- 
tion and federal income tax. This 
eompares With net profit of $3,684,- 
wis for the similar period of 1933, 
during which no deduction for in- 
ome taX was made, however. 
During the third 1934 quarter, net 


yrofit was $286,748, compared with 
31.520,934 during the “exceptionally 
favorable” third quarter of last year. 

* « * | 


Net profit for the fiscal year ended 
\ug. 31, 1934, for Wesson Oil & 
snowdrift Company, Inc., was $2,- 
2.274. Net sales during the year 
amounted to $38,582,235, compared 
with $30,552,444 for the preceding 
vear Measured in tonnage, the 
company’s volume increased about 
eight per cent, its annual report 
shows 
LJ % * 
Sales of Marshall Field & Co., Chi- 
ago, totaled $23,665,800 during the 
third 1934 quarter, compared with 
923.221,500 in the second quarter, and 
$24,745,600 in the third quarter of 
1933, the company’s report shows. 
Operations for the quarter showed 
a net loss of $175,000, compared with 
net profit of $955,000 for the third 
yarter of last year, but for the 
twelve months ended Sept. 30, 1934, 
the firm showed a net loss of $564.- 
00, as against net loss of $1,296,700 
luring the preceding twelvemonth. 
ak aK * 

Net earnings of General Motors 
Corporation totaled $20,564,173, equal 
, 48 cents a share, in the third 
quarter of 1934. This compares with 
earnings of $31,047,063, or 72 cents 


a share, for the same quarter of last | 


yeas 
For the first nine months of 1934 
earnings applicable to common 
amounted to $85,561,676, or $1.99 a 
sare, compared with $74,525,504, or 
1.73 a share, last year. 

Net sales for the nine months were 
$18,517,819, compared with sales of 
450,921,509 for the same period last 
‘ar. 

ok te o* 
Net profit of $21,852 after deprecia- 
i and all charges is reported by 
aham-Paige Motors Corporation 
the first nine months of 1934. 

This compares with net profit of 
145,934 for the same period in 1933. 
Net profit for the third quarter of 
4 was $1,847, comparing with net 
ofit of $122,306 for the same period 
n 1933. 


To Young & Rubicam 


The Agta Ansco Corporation, Bing- 
amton, N. Y., has appointed Young 
« Rubicam, Inc., to direct advertis- 


7 


Opera ‘for Listerine 


The Lambert Pharmacal Company, 
aker of Listerine, will sponsor 
irteen broadcasts of performances 

the Metropolitan Opera House, 
New York. 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 
data about the 114 billion dol- 
lay baking industry, come to 
BAKERS’ HELPER, this in- 
dustry’s leader for almost a 
half century. 


7.037.982 Bed Patients in 1933! 3 


An equal number — probably more—before the end of this , * 
year. And you, Mr. National Advertiser, will find the seven , 
thousand hospitals in this country a responsive market—easy 

to sell because there are so relatively few who do the 


buying for all these millions of consumers. 


— 


tek the data you need below, tear out 
‘ advertisement. attach to your letter- 
id and mail to us. 


O “Baking Industry Facts and 
Figures,” a market = data 
folder 

DC “Selling Leads,’ an every 
week service 

(] Sample pages from the Bak- 
ing Industry Blue Book 

C Copies of BAKERS’ HELP- 
ER, issued fortnightly 

) Audit Bureau of Circula- 
tions statement 

Send to 


BAKERSHELPER 


*~ MAGATINE « BAKERY PRACTICE -y MANAGEMENT 


7 Almost a Half Century of 


A Petrolagar advertisement 
in Hospital Management. na 
Harry C. Phibbs Advertising Pi 


Company, Agency. 


No wonder firms like Petrolagar Laboratories use 


HOSPITAL MANAGEMENT 


537 S. Dearborn St. Member A. B.C. and A. B. P. 330 W. 42nd Street 


Helpfulness ji) 
Y 3830 S. Wells St., Chicago, Ill. } 4 


Chicago New York City 
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Here in MONTREAL 


There is really NO French Section— 
though 60.8% are FRENCH 


In a residential section regarded as English, 26% ot the people are 
French—though you could not pick out the French dwellings trom 
the appearance of the homes. Three out of five people on St. Catherine 


Street will be French—but try to distinguish them. 


You cannot. 


From St. Cunegonde Ward to Papineau, south of Sherbrooke, French 
and others are about equally divided—for every French home there will 


be another not French. 


What does it all mean to the man with a merchandising problem ? 


1. You cannot sell this rich concentrated market— 
without you approach, in their own language, the 
FRENCH. Over 60 per cent of the people think, speak 
and read in French. 


2. Both languages are neighbours here and conse- 
quently the living standards are very similar. Both 
groups are equally good prospective customers. 


In most of the big stores they will tell you that sales 
are 50-50—as much is sold to French speaking people 


as the others. This is true in the four big department 
stores, (with English names), the great jewelers, fur- 
riers and automobile dealers. 


Take any criterion you will—the phone book—auto- 
mobile registrations (54% French)—store signs— 
newspapers read in the street car—you will realize 
that the French people are real prospects for all 
the normal purchases of the average Canadian family. 


The HOMES of MONTREAL 


Here, the French families living side by side 
with neighbours speaking another language, 
the accessories of the Montreal French home 
—from canned soups to automobiles—are a 
reflection of what is in use by these neigh- 
bours. 


Advertisers planning to service the FRENCH 
reading, speaking and thinking people of the 
Montreal District Market, should, then, bear in 
mind they are not faced with the problem of 
making changes in products, either in type or 
quality, to meet a different demand. 


What is needed is educational publicity to tell 
the French in French—(their own language) 
why they should prefer such a product. 


With a clear idea of what they may expect, a 
French family buys an advertised product and 
—if it proves satisfactory—word goes around 
from family to family. 


This is equally true of cereals and radios, seeds 
and shoes, automobiles and underwear. 


There is no dividing line in merchants’ 
counters, and the merchant has a right to 
expect your cooperation with all his custom- 
ers—not just the 40 per cent of them who are 
not French speaking, thinking and reading! 


“More than HALF my 
customers are FRENCH’ 


The highest proportion of FRENCH in any one 
district is 81.5 per cent—the lowest is 20 per 


cent FRENCH. 


In what might be supposed to be a FRENCH 
section—between Rosemount and the River,— 
22 per cent of the population speaks other 


languages than French. 


Go into almost any store in the City and you 
will not find separate goods or brands for the 
French. 


With few exceptions, shelves and counters display 
the same lines as you will find in Ontario stores of 
the same character. The important point is that 
familiarity with neighbours of another tongue has 
brought familiarity and desire for the kind of goods 
the neighbour uses. 


Ask the proprietor what is the language of the 
buyer and—on the average over the city—he 
will tell you that about half the total sales are 
to French speaking people. 

You cannot get the full support of any dealer 


unless you appeal to all his customers. One 
language only is but half a campaign. 


POSTAL ANALYSIS 


of the Distribution of the 


FAMILIES of MONTREAL 


Percentage Families 
French English 
Lachine, Ville St. Pierre, O7 


LaSalle, Rockland. 5 /O 50°: 


(One-half the Homes are French.) 
32.3‘: 67.7° 


French Homes). 
Delorimier and 


Rosemount Sections. 81.5°. 18.5°. 


(Seven out of Nine Families French). 
Central and 71 Cc” 
( 


Northern Division. 29°. 
20°: 


(High Class Residential District). 
Four out of Five are French). 


DISTRICT 


Western Section 
West of Atwater Ave. 
(One out of three are 


Central and 
East River Front 


(Payroll Division. 


80°. 
( 


By Census of Population 
60.37, 
88.5°, 
85.4° 


Greater Montreal. 39.63°,, 
11.5% 


14.6°, 


Surrounding Cities 
and ‘Towns, 


Rural Districts. 


Total Population of the 
MONTREAL MARKET DISTRICT 


1,996,255 —72.8% FRENCH 


This FRENCH market responds excellently to sales and advertising 

6 announcements 
are compiled from Government and other authentic sources by the Mon 
Presse as part of its service to manufacturers and ¢ thers who 
trade possibilities of this important 


plans fitted to its needs. The facts presented in these 
trea sa 
wish to develop to the utmost the 
section of Canada’s population. 


For full information on marketing conditions write the Business Manager, 
Montreal, 


LA PRESSE (Canada’s French National Newspaper), 


S. L. Rees, 213 Metropolitan Bldg., Toronto, Ont. _ 
Clougher Corporation, 30 Maiden Lane, London, WC-2 


William J. Morton Co. ! New York Office: 200 Fifth Ave. 


/ Chicago Office: 410 N. 


or 


Michigan Ave. 


MONTREAL 
MARKET District 


Pooulavion 
French: 148020012 SZ 


Louwevilie* 
fico 


SR Jovee Bertnera as 
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DAILY REVEALS © 
HOW WHISPERING 
CAMPAIGNS WORK 


‘World-Telegram’ Discusses 
New Type of ‘Advertising’ 


New York, Oct. 25.—‘Whispers for 
Sale.” This is the heading on a 
highly interesting story in the New 
York World-Telegram of Oct. 18 
which has started discussion among 
advertising men who noted that a 
large cigarette manufacturer was 
forced to post signs in retail estab- 
lishments throughout the country 
denying allegations which never ap- 
peared in print but which evidently 
received wide circulation. 

Lionel Houser, World- Telegram 
staff writer, charged that W. Harvey 
Downey & Associates, New York, are 
experts on whispering campaigns. 
The writer, however, printed the 
company’s denial that it is other 
than an orthodox advertising agency. 
Mr. Houser continued: 

“Despite this, the World-Telegram 
has learned that the Downey firm 
has operated whispering campaigns 
in New England cities, in New York, 
in Paterson and other Jersey cities, 
in Detroit and elsewhere in labor 
disputes, where it was engaged by 
the employers. 


Poses as Salesman 


“While its methods differ in ac- 
cordance with the conditions to he 
met, it works in general by having 
its operatives appear as salesmen of 
specialty products such as_ small 
kitchen utensils, hosiery or polish, 
and by having them join labor or- 
ganizations leading workers in a dis- 
pute. 

“It charges $15 per day per man 
and up, depending on expenses. 

“Its customary line of approach is 
through the women of a community 
where a strike is in progress. If 
workers largely of Czech extraction 
live in the area, a ‘salesman’ of Czech 
extraction will present himself at 
the door of a house where workers 
reside. 

“After a feeble attempt to sell his 
product, he will sigh and shake his 
head at the wife or mother or sister 
of the striking worker. 

“*T don’t blame you for not buy- 
ing,’ he will say. ‘It’s not your fault; 
you have no money. It’s the union 
leaders. Look at me. I’m a union 
man. Used to make good money in 
my trade. ‘But I listened to these 
corrupt union leaders and went on 
a strike. Now look at me, earning 
a dollar a day or less. Nope, unions 
and strikes hit us poor people pretty 
hard.’ 

“Sighing, he will move to the next 
front door to spread his message 
further.” 

However, the Downey organization 
does not confine itself to labor whis- 
pering, according to the World-Tele- 
gram, which continued: 

“It boasts of its ability to furnish 
men for any type of word of mouth 
propaganda work. 

“In the field of purely commercial 
competition, the Downey firm is said 
to have refused to participate in any 
unethical venture. 

“Its printed contract indicates, 
however, that it is prepared to fur- 
nish men in units of two to spread 
word of mouth propaganda by con- 
versation in subways, theaters, rail- 
road trains, baseball games and all 
other places of public assembly. 


“But while this organization is 
known only to have operated for 
firms in labor disputes or to have 


spread whispers of an ethical char- 
acter, the weapon which it employs 
is in use by others less scrupulous. 
It is a force so powerful that it has 
in the past roused populations to 
war, started revolts, crushed polit- 
ical candidates and ruined great 
businesses. No censor nor overseer 
—except in the case of the safe- 


guards prohibiting whispering 
|against banks—checks the spread of 
| rumors. 

| “So widespread the 


has practice 


a 
_ilee 


become—largely because of the deg. 
perate scramble for business—thar, ;, 
was learned today, one great corpy, 
ration has set up a special countey. 
espionage department to combat Ma. 
licious rumors which have alreag 
cost it many thousands of dollax 
worth of business. To mention ;, 
name or the names of other firp, 
and products which have been yj. 
tims of whispering campaigns woy) 
further the purposes of the rym, 
mongers. 

“The article manufactured by th 
corporation is used daily by million. 
of buyers. The campaign against ;, 
opened simultaneously in a score 
key cities along the Atlantic g¢, 
board. 

“This whispering campaign struc; 
at once in New England, here jy 
New York—particularly on the eas 
side and in the Bronx—and in Sout). 
ern seacoast cities. 


Reward Is Fruitless 


“A reward offered for informatioy 
leading to the arrest of persons 
spreading the rumors, which were 
two kinds, has thus far brought y 
results, nor has a corps of investi. 
gators unearthed the guilty ones. 

“The rumors spread were (1) thar 
several employes in one of the many 
plants where the product is many. 
factured suffered from leprosy, ani 
(2) that executives of the firm hag 
contributed large sums of money 
the Nazi movement. 


“While investigations in the pas 
have shown that most whispering 
campaigns started accidentally, 
With a few salesmen for a rival cop. 
cern, it is now certain that presen. 
day whispering attacks have been 
carefully planned by experts in mass 
psychology who have a trained grou 
of propagandists at their command 

Though the World-Telegram 4ii 
not so state, it was also a cigarett 
manufacturer who suffered from th 
rumor that he was running a lottery 
The New York paper described the 
situation in these words: 

“One great corporation is. still 
nervous over a rumor which has 
never been tracked down, but which 
some months ago, lost it several thou- 
sand customers and the goodwill of 
many friends to whom the disgrun- 
tled customers talked. 

“Some one—all efforts to trace the 
source have proved futile—started a 
whisper in a Middle Western city 
that in every thousandth package of 
the firm’s product a stamped num 
ber would be found inside the pack 
age. The firm was paying $100 in 
cash to everyone who mailed in th 
package with the number, the whis 
per said. From mouth to mouth, i 
offices and over lunch and _ dinne 
tables, the rumor was spread by i! 
nocents who had heard it from ot! 
ers. 

“Within a week the company wé 
getting 500 letters a week enclosilé 
numbered packages and demandin¢ 
$100.” 


Henderson to Federal 


M. L. Henderson, formerly wW! 
the Blackman Company and Lavi! é 
Co., has joined the copy departmel! 
of Federal Advertising Agency, ID 
New York. 


Real Coverage 


IN IOWAS 
RICHEST MARKET 


Win the City 
An theCounty 
Win ABC Area 


Gedur Rupids Gusett? 


Represented Nationally by 


ALLEN-KLAPP-FRAZIER CO. 


St. bo 


New York Chicago Detroit " 
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|PHOTOGRAPHIC REVIE 
OF THE WEEK 


WIND POWER MAKES THIS MORTON SALT SIGN A MOTION PICTURE 
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Morton Salt display outside of Milwaukee which is actuated by the windmill shown behind the sign. 
(Story on Page 19.) 


TOM COLLINS CAPITALIZES ON FOOTBALL FEVER GOES TO NEW YORK 


i 


CHEER LEADER §° 


HIGH BALL 


New football display for Cheer Leader Whiskey High Ball, product 
of Tom Collins Corporation, Cincinnati, which is appearing in dealers’ 
windows now. 


tising manager of Shell Petroleum Cor- 
poration to join Donahue & Coe, New 
York agency, as vice-president in charge 
of merchandising and sales promotion, 
was announced in the Oct. 20 issue of 
"Advertising Age.’ Mr. Ryan's succes- 
sor at Shell is L. H. Spiner, who has 
been with the organization for some six 
years, the last six months as assistant 
advertising manager. 


CANNING BECOMES HOME INDUSTRY Paul Ryan, whose resignation as adver- 


—— 


Anew kitchen device developed by Metal Package Corporation, 
‘ew York, paves the way for "canning in cans," instead of "can- 


Company is collaborating in the development. adillac Motor Car Company. 


«todas | "din jars." The company sells the cans as well as the sealer, Frank J. Denney, who was recently 
St ‘nd has run some test advertising in the South. New Jersey Zinc a advertising manager of 


INAUGURATES DISPLAY SERIES FOR PERFUME 
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A window display, the first in a series prepared by Ralph Rossiter, 

Inc., New York, for Prince Matchabelli Perfumery, Inc., tied up with 

the opening of "One Night of Love" at Radio City Music Hall. It 

features a new perfume, Grace Moore, and a life-size plaster mask 

of Miss Moore is its central feature. Designed by William Oakie, Jr., 
the display will be traveled about the country. 


SCHUMANN-HEINK FETED AT RADIO FAREWELL 
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When Mme. Ernestine Schumann-Heink gave her farewell perform- 
ance for Gerber Products Company over an NBC network last Sun- 
day, it was quite an occasion. Dan Gerber, executive vice-president 
of the company (third from right, standing) entertained in her honor 
after the performance, and a multitude of floral tributes was received. 


JUST ONE MORE BRIEF WORD 


SPARROW C0. cs, 
-JUST ONE MORE WORD ABOUT OUR 


+ 


Illustration in one of the new magazine advertisements of All-Year 
Club of Southern California. The acompanying brief copy strikes 
a rather light vein. (Story on Page 8.) 
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